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FEATURING: |THE BIG NEW AUDIENCE FOR SPONSORED FILMS 
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EVERYONE Profits when 


you use DPylbeceer 


THE 


DIRECTOR 
PROFITS 


Rush delivery of color 












THE 


CAMERAMAN 
PROFITS 


Accurate processing of new and 
faster films permits simple, less correct dailies permits tighter 
costly lighting and guarantees production schedules. 
lifelike color of uniformly high 


quality in every scene. 





THE 


THEREFORE: PRODUCER 
PROFITS 


Lower costs... Earlier release 











THE 


VIEWER 
PROFITS 


Critics and Viewers alike praise 
dates ... Satisfied Viewers... 
Mean Profits from Pathécolor. 


the breathtakingly beautiful and 
accurate reproductions when 


you use Pathécolor. 


CFA '-. 
Lfe like color 


in every scene 


CALL OR WRITE 





fly '@ Laboratories, Inc. 


HOLLYWOOD 6823 Santa Monica Blvd. © HOllywood 9-3961 © NEW YORK 105 East 106th Street © TRafalgar 6-1120 


GREAT MOTION PICTURES ARE PROCESSED BY G he 


Dilhé Laboratories, Inc. is a subsidiary oo CHESAPEAKE INDUSTRIES, INC. 











THREE REASONS WHY CARAVEL-PRODUCED 
SLIDE-FILMS YIELD iMPORTANT RESULTS... 


In recent years, Caravel has procuced slide-films for over 40 major 
companies— used mainly in direct sales presentations, promotion, and 


sales training. Again and again, our clients tell us of impressive results 
obtained from these films. 








We think we know the reasons: 


1. 
Caravel executives are trained to think in terms of the real marketing problems 


EXPERI ENCE confronting the client, and Caravel scripts are tailor-made to meet those problems. 
IN MARK ETI NG Resulting in comments like this one from Towle Silversmiths: 


“—a top-quality job —we are proud to show it to our dealers.” 


2. Caravel’s creative production staff knows how to emphasize the key ideas that 


CREATIVE the client wants to get across. Thus, Towmotor Corporation writes of a Caravel- 
Fa ETS E produced slide-film: 


“I want to compliment you . . . congratulations are especially due for the 
photography and art-work . . . enthusiastic acclaim.” 
3. Caravel’s technicians set and keep schedules that enable the client to show the 


film at the optimum time for his marketing needs. Calvert Distillers is a case 


DELIVER % in point: 
AS PROMISED “Working for you are some fine people with a high sense of responsibility . . . 


To each individual craftsman who helped us reach the deadline intact, my 


admiration and warm thanks.” 


If you use slide-films as a sales tool, you will be interested in seeing some 
of Caravel’s productions. With the permission of our clients, we will be glad 
to arrange a showing for you, without charge or obligation. 





FREE ee e Write 


for the new 


CARAVEL FILMS 


INCORPORATED 
730 FIFTH AVENUE ° NEW YORK 
TELEPHONE CIRCLE 77-6111 


Caravel brochure, 
THE MOTION PICTURE 
AS A SALES TOOL. 
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\ men of tomorrow 
How a great school molds the hearts 
and minds of young Americans—to 
prepare them for richer lives as citizens 
and individuals—for leadership in the 
pursuits of everyday life—and in 
emergency, should it arise—has been 
NS Y warmly and dynamically captured in the 
ae | New Mexico Military Institute’s new 
—— sponsored film “MEN OF TOMORROW.” 


oe 
We salute the Institute’s Men of Today 
whose imaginative use of motion 


pictures has brought a timely and 
vital story to the screen for the benefit 
of American youth. 


“TaphursD 4, Woy 


STUDIOS, IN 











HOLLYWOOD ° NEW YORK ° CHICAGO ° DETROIT 


BUSINESS SCREEN MAGAZINE 








Three lens-matching viewfinder 
objectives, turret mounted, 
show the exact fields of the 
camera lenses. Parallax adjust- 
ment dial is graduated from 3’ 
to infinity, focuses for individ- 
ual variations in eyesight. 


ore Ww 


achievements 
in 
business films 


One look at the Bell & Howell 70-DL tells you 
this 16mm camera means business! Behind the 
strength and authority of its familiar “face” 
are accuracy and precision that give you 
theater-quality movies at lower cosis. To make 
the most of movies, make friends with the “70.” 
Get acquainted .. . right here on this page! 








7 operating speeds. 
Each is continu- 
ously governor 
controlled for con- 
sistently accurate 
exposure, with in- 
stantaneous start- 
ing and stopping. 
Speed control is ad- 
justable while cam- 
era is running. 





Turret accommodates three stand- 
ard C-mount lenses. Choose from 
magnificent Bell & Howell and 
Taylor Hobson Cooke lenses rang- y 
ing in focal length from 10mm to 6”. ff 





Built-in hand crank for dou- 
ble exposures, lap dissolves 
and special effects permits 
exposing a full 100-foot roll 
at governor controlled 
speeds. Calibrated frame 
counter resets instantly. 


experience leads to 


Bell ¢ Howell 


Write for complete information on the 70-DL cam- 
era and other Bell & Howell products for business 
use. Bell & Howell, 7108 McCormick Rd., Chicago 45. 
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NEW {5 


i SHOW MOVIES IN LIGHTED ROOMS 


DUOLITE 


16 mm. Projector 





« « « Save Darkening Costs 


Technical Service, Inc. announces a 
new model sound projector de- 
signed exclusively for use in lighted 
—or hard to darken—rooms... 
PLUS all the features of regular 
projection. A TV-size screen is 
built into the projector for daylight 
viewing of 16 mm. films. For larger 
audiences the same projector can 
be adapted to projection on any 
standard screen by a mere flip 
of the wrist. 


This is a complete new concept 
in 16 mm. projection. The TSi— 
Duolite is the first projector that 
offers both the self-viewing pro- 
jection feature and the standard 
type projection on a separate 
screen. When utilizing the self-pro- 
jection screen, you eliminate all 
need for a separate screen and for 
darkening of the room with ex- 
pensive drapes and curtains. The 


a | Technical Service, Inc. 


brilliant image permits showing of 
color or black and white films in 
any lighted room without loss of 
picture quality. Only with the TSI— 
Duolite do you get these double 
projection advantages. 


The Duolite projector combines all 
the picture and sound clarity of the 
well-known DeVrylite projector 
with the TSI Suitcase type projector 
that has been so well accepted by 
industry for many years. 


Best of all, you'll find that the price 
is right for this remarkable new 
projector. Maintenance and serv- 
ice costs are extremely low as well. 
The Duolite is the quality DeVrylite 
projector throughout, built for 
years of service. You'll find the dual 
projection feature to be econom- 
ical, convenient and extremely 
adaptable for your use. 


DEPT. C 


30865 Five Mile Road -«- Livonia, Mich, 
Conodian Distribution: S$. W. Caldwell, Ltd., 447 Jarvis Street, Toronto 5, Ontario 


Foreign Distribution 


Westrex Corp. (formerly Western Electric Export), 111 Eighth Ave., New York 11, N. Y. 

















7 
TECHNICAL SERVICE, INC. : 
30865 FIVE MILE ROAD ; Pree 
LIVONIA, MICHIGAN r ZL 
; erature 
Gentlemen: 
Please send me, without obligation, complete information | rhvatlalle 
on your new TSI-Duolite projector featuring dual projection. ; 
! Complete information and 
NAME : specifications on the new 
AFFILIATION H TS!-Duolite projector can be 
ADDRESS i obtained without obligation 
§ by mailing in the coupon at 
city ZONE___ STATE ; the left. 
~—oe wr Kr wr wr NM KM MM NK -  r K often 
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byron color-correct’ prints... 


You'll also 

get the highest standard 

of 16 mm. productionwhen you 
use these byron facilities: 


script 

art 

titling 

animation 

editing 

sound effects 

recording 

location photography 

music library 

sound stage 

complete black and white 
laboratory facilities 


Reeves magna-stripe* 


industry’s highest standard 





of color duplication 


Only byron can make “Color-Correct*” prints, for 


* 


“Color-Correct*” is byron's exclusive patented process 


that assures top quality color duplicates every time. 


“Color-Correct*” 


has often been used incorrectly — 

to mean mere balancing of color from scene to scene. . . 
but byron “Color-Correct*” goes far beyond that. From 
every standpoint, “Color-Correct*” is the highest standard 
for color duplication; yet, surprisingly enough, byron 
prices are among the lowest in the industry. Next time you 


order color duplicates, specify byron “Color-Correct*” prints. 


by ron Studios and Laboratory 


*Reg. U.S. Pat. Office 


1226 Wisconsin Ave., N.W., Washington 7, D.C. 
DUpont 7-1800 


PRACTICALLY EVERY 16 MM FILM PRODUCER IN THE WESTERN HEMISPHERE IS A CLIENT OF BYRON 
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SLIDE-FILM 
PRODUCERS 





WE BEGIN WITH YOUR 
e sound 


DONE IN OUR STUDIOS OR YOURS) 


AND END BY PROVIDING YOU WITH THE 
e finest 
e slide-film pressing 
e in the industry 


we Mf MUSIC 
supply SOUND EFFECTS 
all [i SIGNALING * (ESI) 
—> MASTERING 
or ff PROCESSING 
any {@ PRESSING ** 
part [f PACKING & SHIPPING 


*ELECTRONIC SIGNAL INSERTER AN 
EXCLUSIVE DEVICE DEVELOPED BY US 
FOR PERFECT SIGNAL PLACEMENT. 


**PURE RED VINYLITE RECORDS 
DISC recording - masters 
processing - pressing 
TAPE recording - editing 
assembly 


FILM recording - re-recording 
transferring - interlocking 


orite o7 phone for 


S pec ial Producers ale List 


UNIVERSAL RECORDERS 


6757 HOLLYWOOD BLVD. 
HOLLYWOOD 28, CALIF., HOllywood 39-8282 





FILM AWARD HONORS 


AT FESTIVALS IN U.S. AND ABROAD 





Kentuckiana Juries Cite Eight Pictures; 
“How to Sell Quality” Best of the Festival 


* Eight motion pictures, selected from eight 
categories of industrial subjects, were honored 
at the 4th Kentuckiana Film Festival, sponsored 
by the American Society of Training Directors, 
September 21. 

Voted the outstanding film of the entire festi- 
val was the sales training category winner, How 
to Sell Quality. Meant to bolster the salesman’s 
confidence in meeting cut-price competition with 
quality, this film was produced for the Dartnell 
Corporation by The Jam Handy Organization. 

Winning in the merchandising category was 
Totally New Tire, a picture with a sales bounce, 
produced by Wilding Picture Productions, Inc., 
for the United States Rubber Company. Wilding 
scored again when its production, The Second 
Hundred Years, sponsored by the Crane Com- 
pany, won in the economics category. The Second 
Hundred Years is a company history-future film 
released in connection with the sponsor's cen- 
tennial, 

Hawaiian Hospitality, produced by Alfred T. 
Palmer Productions to turn eyes Waikikiward 
for the benefit of Matson Lines, was chosen in 
the travel film competition. 

Public relations victor was The Story of Light, 
produced in “Dollywood,” Holland, by Trans- 
film-Geesink Productions for General Electric 
Company. In animated doll technique, this film 
tells man’s struggle and success in conquering 
darkness. 

Capturing the industrial safety citation was 
One to a Customer, sponsored and produced by 
\etna Life Insurance Company. Topping the in- 
dustrial relations films was The Grievance, pro- 
duced for the National Film Board of Canada. 
In arts and crafts, Pueblo Indian Pottery was 
named best. This syndicated film was entered by 
its producer, Harold C. Ambrosch Film Produc- 
tions. 

The winners were chosen from 50 films 
screened. Entrants were invited to provide de- 
scriptive literature on their films for distribution 
during the festival, held in the Main Speed Build- 
ing at the University of Louisville. James W. 
Cottrell of the Reynolds Metals Company was 
general chairman of the event. ie 


* am * 


U.S. Sponsored Films Honored at Edinburgh, 
Venice Festivals Despite Odds Against Them 
* Considering the preoccupation with art-mood, 
social analysis and “experimental” offerings 
which characterizes the film festival front, any 
penetration by relatively pragmatic sponsored 
motion pictures is noteworthy. The noteworthi- 
ness increases when American sponsored films, 
sent overseas to battle a larger number of avante- 
what-have-you gems of American and world ori- 
gin, manage to infiltrate the bulls-eye area. 

Winning double distinction against this inter- 
national law of averages were two _native- 
fashioned sponsored films which scored at both 
the recent Edinburgh and Venice Film festivals. 
The two sturdy survivors were: 

The Pirogue Maker, a public relations human 
interest feature, photographed in the Louisiana 









U.S. representative to 9th Edinburgh Film Festival 
was Gale Griswold, director of motion picture 
services of Foreign Operations Administration. He 
and Mrs. Griswold (left) were greeted by the Lord 
and Lady Provost John G. Banks, of Edinburgh. 


bayou country by Arnold Eagle for the Esso 
Standard Oil Company, which received a “spe- 
cial mention” in the Films for Children section 
at Venice and an appearance citation at Edin- 
burgh. 

Wild Flowers of the West, a travel promotion 
film produced for the Richfield Oil Corp. by 
Frederick K. Rockett Company which was hon- 
ored for appearing at both festivals. 

In an overseas class by itself was The Wis- 
consin Cleft-Palate Story, sponsored by the 
Wisconsin State Dept. of Public Instruction, 
(CONTINUED ON PAGE SEVENTY-SIX}) 





New 2-way 
Projector 


for “today and tomorrow” 





For Stereo and 2” x 2°’ Slides 


The new Compco Triad Projector is truly the most advanced 
stereo projection system. You can now easily show your 
products in life size 3-dimension, in full color —to one or a 
hundred prospects at the same time! Prospects are amazed at 
the sparkling brilliance, clarity, natural depth and convincing 
realism of a Triad Stereo presentation. It's actually 2 projec- 
tors in one — because an instant changeover permits manual 
or automatic viewing of 2” x 2” slides, too. You'll marvel at 
the many exclusive features: one knob lens control; illum- 
inated preview panel; rear control focusing; perfectly matched 
projection lenses; 2-500 w. lamps on separate switches; 
“whisper silent” blower system plus many others. 


Write For FREE Bulletin 


giving full details and specifications on this 
remarkable 2-way projector. See how you, 
too, can use it in your sales presentations. 


COMPCO CORPORATION 
2275 W. St. Paul Ave., Chicago 47, Ill. 
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U.S.RUBBER 
foams with 
WILDING 





AMERICA NEEDS NEw Roabs. Cities 
want more express streets. All communities are burdened 
by inadequate parking facilities. Everybody talks about 
these problems, but the United States Rubber Company 
decided it was time to do something about them. Their 
contribution is a motion picture entitled “Memo to 
Mars,” written and produced by Wilding for distribu- 
tion by U.S. Rubber as a public service. Purely a film 
of motivation, it is designed to arouse audiences to action 


without suggesting a definite program. The existing situ- 





ation is dramatized through the eyes of a protagonist, a 
superior Martian, whose observations should be of sober- 


ing significance to every thoughtful American motorist. 





Imagination was given free rein when Wilding artists created sets, furni 
ture and costumes that theoretically exist on another planet. The three 
scenes here, photographed on our stages, picture a concept of Mars 
dreamed up for a picture that imparts an important message despite — 
or perhaps because of — its frame of fantasy. 


ip Se : L >) i IN cS CHICAGO NEW YORK CINCINNATI ST. LOUIS 


tochelone LOOMS ZG, DETROIT CLEVELAND PITTSBURGH HOLLYWOOD 





















NOW! These six laboratories offer fast magnetic 
Magna-Striping’ for all 16mm films! 





Byron Labs Here’s real striping. Striping that will never soften 
1226 Wisconsin Ave., Washington, D.C. and come off because of projection lamp heat. 

Magna-Stripe has the original balancing stripe. 
Colburn Labs And more: Magna-Stripe is the only magnetic 
striping used on Cinemascope films produced by 
major Hollywood producers. Soundcraft won an 
“Oscar” for this process in 1953. 


164 N. Wacker Drive, Chicago 6, Illinois 


Consolidated Film Industries, Inc. 


959 Seward Street, Hollywood 38, California Vasee sins of Ragen Sigs ave enaianion 


25-mil Magna-Stripe for double-perforated 
silent film 


Animex * 50-mil Magna-Stripe for both magnetic and 
Nieuwe Graclif 7, Haarlem, Holland photographic sound 

4 100-mil Magna-Stripe for all-magnetic 
sound track 


Sathaporn Cinema Co. 
2196 Tung Mahamek, Bangkok, Thailand FOR EVERY SOUND REASON 


dihainienn sceves SOUNDCRAFT cone 


671 Hope St., Springdale, Conn. 
10 East 52nd Street, New York 22, N. Y. 
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As one of the nation’s leading 
film processing laboratories, 
our single purpose is to help 
advance the entire film industry 
by providing superior. crafts 
manship, inventiveness and 


service in our own field 


; Our equipment is the finest 
TED HIRSCH 


what we cannot buy to svyit us, 


we invent and build 


But our great pride is our men 

Without exception, every man 

at CFI is an expert at his job 

SUPERINTENDENT, 35MM. DIVISION 
27 YEARS IN FILM INDUSTRY 

27 YEARS WITH CFI 


CONSOLIDATED 
FILM 
INDUSTRIES 


959 Seward St., Hollywood 38, Calif. « HO 9-1441 


in New York: 1740 Broadway 
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hand rewind 





negative rewind set 





differential rewind 





power rewind 











HO 2-3284 


HOLLYWOOD 38 
CALIFORNIA 

















synchronizer 













































































vault cans 




















956 NO. SEWARD ST. 





HOLLYWOOD FILM COMPANY 


split reels 


swivel base 


ol 





precision film editing equipment 





film racks 


tightwind 


editing table 








film storage cabinet 


at better dealers everywhere 

























Marquette U. Workshop to 
Feature Training Aid Usage 
“A Workshop in the Development 
of More Effective Training Aids” 
will be held at the Management 
Center, College of Business Admin- 
istration, Marquette University, 
Milwaukee, Wisconsin, November 
8-9. The two-day workshop will be 
conducted by the College of Busi- 
ness Administration in cooperation 
with the Milwaukee Association of 
Commerce. 

Described as a “doing,” not a 
“talking” workshop, the sessions 
will be designed to provide visual 
aid know-how for training super- 
visors, salesmen, superiors and sub- 
ordinates. Participants will practice 
with the latest equipment and mate- 
rials — actually preparing visual 
aids, 

During sessions running from 
9:00 a.m. to 4:30 p.m., instruction 
will deal with sound film strips, 
opaque materials for projection, 
transparencies, flannel boards, turn- 
over charts, dioramas, silk screen- 
ing, use of flat pictures, layout re- 
productions, lettering, map and 
chart making, spatter painting. 

Leading the workshop will be 
The Rev. Russell R. Hoeltzel, chair- 
man, Audio-Visual Committee, Phil- 
adelphia Council of Churches, and 
Raymond W. Trimble, civilian 
training aids specialist for the Ninth 
Naval District. 

For registration information, 
write Dr. Russell L. Moberly, Direc- 
tor, Management Center, College of 
Business Administration, Marquette 
University, Milwaukee 3, Wis. 

* al * 

Denmark Agrees to Free Entry 
of Audio-Visual Materials 

* The clear path for audio-visual 
traffic reached one more nation re- 
cently when Denmark became the 
12th country to accept the inter- 
national agreement exempting edu- 
cational aids from customs duties, 
sponsored by the United Nations 
Educational, Scientific and Cultural 
Organization. 

The third session of the General 
Conference adopted this agreement 
as part of UNESCO’s program for 
the reduction of obstacles to a free 
flow of information. The agreement 
applies to films, slidefilms, micro- 
film, sound recordings, glass slides, 
wall charts, maps and posters. It 
exempts these from custom duties 
and quantitative restrictions and dis- 
penses with import licenses. 

Entered into force on August 12, 
1954, the agreement is now in effect 
in Cambodia, Canada, Denmark, 
Greece, Haiti, Iraq, Norway, Paki- 
stan, The Philippines, El Salvador, 
Syria and Yugoslavia. The United 
States has signed but not ratified 
the agreement. 
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Film Awards 


are nice 





to win, 





but saving and 


protecting lives and 


Among the recent successful films in the field 
of fire-prevention training which the National 
Board of Fire Underwriters has given us the 
opportunity to produce are these: 


property are the best 


attainable results for 


“BEFORE THEY HAPPEN” 14 Minutes 


How your Fire Department fights fires by preventing 
them and how you can do so, too. 


“Stop FIRES—SAVE JOBS” 18 Minutes 


A picture for workers in all factories, giving them valu- 
able hints on how to prevent fires. 


well-made motion pictures 


er 


FIRE—AND YOUR HOSPITAL” 20 Minutes 


How to organize a fire safety program, handle fire emer- 
gencies and evacuate patients. 


designed for 


“W/HEN FIRE STRIKES” 25 Minutes 


A fire prevention training film for employees in every 
industrial plant.* 


fire-prevention training. 


*To arrange screenings of any of the above films please 
write us. 


Qh LALA L LEA LA22027L20C LC CCMA 


& a 
send Bi. Audio Productions, inc. 


as wh FILM CENTER BUILDING + 630 NINTH AVENUE. + NEW YORK 36, N.Y. 
- mS TELEPHONE Plaza 7-0760 

















"Tn addition to the 
comments I will 
make when I reach 
you by 'phone, I 
want to say for the 
record that'As Good 
As Its Word' is as 
good as your word 
that it would be an 
outstanding pic- 
ture. It is—the 


best we've had." 














This is but one of the successful Film- 
merchandising programs that has 
made Dynamic the most talked about 
producer in the country. Write For Our 
Case History File of Dynamic Films 
at Work. 
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al perfection which a Mitchell camera brings 












an mo other single element of production. 


7 


1 Pe, SSE reh and engineering by Mitchell has 
1} a os = a 

Ftd i€ most advanced and only truly 
Ne | ‘a Sonal of Mitchell cameras that 


e to be found wherever 
being successfully used. 

Such varied fields as 
fed Services, and 


re Studios. 








666 WEST HARVARD STREET-GLENDALE 4, CALIFORNIA-CABLE ADDRESS: (MITCAMCO) 


85% of the-motion pictures shown in theatres throughout the world are filmed with a Mitchell 
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‘XPERIENCE AND IDEAS of value to 

4 sponsors and producers who 
slate their films for television were 
expressed during the first National 
Agricultural Television Clinic, held 
at the University of Missouri, Sept. 
2-4, under the sponsorship of the 
University of Missourj College of 
Agriculture, KOMU-TV, and the 
National Project in Agricultural 
Communications, East Lansing, 
Mich. Although the clinic was 
exclusively concerned with the prob- 
lems of developing better farm tele- 
vision programs, the recommenda- 
tions of several authorities served to 
emphasize possible areas of correc- 
tion applicable to other types of 
production planning. 


Delegates from Allied Fields 

Convening at the clinic were more 
than 100 farm television directors 
from commercial stations, adver- 
tising and public relations men, 
representatives of farm organiza- 
tions, colleges and universities, tv 
and motion picture producers from 
33 states, Canada and Puerto Rico. 

Farm television can fill a great 
need in the national agricultural 
picture — but not until farm shows 
attain network-quality standards, 


First National Agricultural Television Clinic Takes Up 
Problems of Farm Programs for Growing Rural Audience 


members of the clinic agreed. Gen- 
eral concensus of the panelists was 
that farm shows to date have been 
short on quality and quantity, that 
the shows lack good visualization. 
Convinced that both farm and 
urban people are interested in agri- 
culture, the group pooled experi- 
ences to ascertain the type of pre- 
sentations “folks” like best. Studies 
have shown that farm and urban 
audiences prefer the same type of 
entertainment shows. However, the 
various types of agriculture have 
made it necessary for farm show di- 
rectors to key their material to the 
which they live. In the 
process of localization, farm shows 
have not made use of the advances 


area in 


in national programming technique. 


Calls for the Lighter Touch 

Ben Park, representing the Nation- 
al Broadcasting Company, called for 
popularization of the idea that edu- 
cational shows can be entertaining 
and interesting. He suggested that 
farm show performers should let 
their hair down, inject some humor. 







“THE 
THREE 
FURIES’ 


A NEW RELEASE FOR 


AMERICAN TELEPHONE 
& TELEGRAPH COMPANY 








723 SEVENTH AVENUE 


Too many educators have the idea 
that education has to be dull, Park 
said. 

Regarding the cost of network 
quality shows, Bill Suchmann, fea- 
ture editor on the John Hopkins 
University television show, demon- 
strated low cost visual aids on a 30- 
minute closed tv show. During the 





Feature editor Bill Suchmann gives a 
demonstration of better visual use. 


entire presentation, which was kined 
for later training use by states, 
Suchmann used about $5.00 worth 
of materials. 

Lynn Poole, director of public re- 
lations at John Hopkins University 
and a television producer, also gave 
a closed circuit show which was 
kined and demonstrated the use of 


visual materials. He told the group 
to always tell their audience what 


the program is about, what is 
planned, what they will see. People 
like just a peek at what’s coming, 
Poole said, but not so much infor- 
mation that it spoils their progres- 
sive pleasure in the show. 

The need for open-mindedness in 
accepting new ideas and in getting 
fresh ideas was stressed by G. Her- 
bert True, head of communications 
sequence, Notre Dame. Television is 
still in its infancy, True believes, 
and depends on the energy and 
enthusiasm of producers along with 
a systematic approach to thinking. 
He advocated “brainstorming,” 
group thinking, for the development 
of new ideas. 


Original Thinking Is Needed 

The need for new ideas and ac- 
ceptable presentation was reiterated 
by Gerhart D. Wiebe, research psy- 
chologist and assistant to the presi- 
dent of Columbia Broadcasting Sys- 
tem. If the message, having been 
telecast, is rejected by the potential 
consumers then television is a fail- 
ure, Wiebe said. He suggested sur- 
veying the audience, if only in 
(CONTINUED ON PAGE 16) 
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art is helpless... 


Capital skills 
are your tools 
for finer films 


Capital Film Laboratories 

offers to the creative producer 

the finest motion picture laboratory equipment 
plus the priceless ingredient . 

the personal attention 


of our select staff of skilled craftsmen. 


/ PRINTS BY CAPITAL 








CAPITAL 


FILM LABORATORIES, INC. 


1905 Fairview Ave., N.E., Washington 2, D.C. 
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In 16mm color prints the 


FIRST IMPRESSION 


is the 


FINAL IMPRESSION 


The motion picture audience's first impression is the last- 


YOUR ASSU RANCE OF ing impression . . . make it good! The production cost of 


your 16mm color picture, alone, should warrant the extra 
BETTER 16mm PRINTS quality guaranteed by Color Reproduction Company's 17 


years of experience and “know how” in specializing exclu- 









sively in 16mm color film printing. Color Reproduction 






Company has developed a technique for guaranteed film 






quality which is the Standard of the 16mm Motion Picture 





Industry. Next time you order release prints be sure Color 





Reproduction Company makes them for you! 





REPRODUCTION COMPANY 


7936 Santa Monica Blivd., Hollywood 46, California 


Telephone: Hollywood 4-8225 





















Rural Television Problems 
Discussed at Conference: 


(CONTINUED FROM PAGE 14) 


100-sample size. He advised: Ask 
whether they saw the show and what 
they got out of it; find out what 
they liked and didn’t like; don’t 
ask them what kind of show they 
think you should put on — experi- 
ence indicates this only leads to an 
answer in cliches bedecked with 
halos; do your own creative think- 
ing; remember the program is your 
product. 


Analyzes Influence of Mass Media 


Elihu Katz, sociologist at the Uni- 
versity of Chicago, discussed how 
mass media influences the opinions 
and attitudes of audiences, how 
these audiences differ and methods 
in determining the effectiveness of 
mass media. Most such research, he 
said, is concerned with short-run 
campaigns to influence or change 
opinions. Katz said that research 
shows that most people change their 
minds because they talk to other 
people. Ideas in mass media, he 
said, flow from the media to opinion 
leaders who affect other people. 

George A. Heinemann, program 
director at WNBQ, Chicago, said it 
must be remembered that there are 
definite periods during the day when 
the audio portions of a program 
must be stressed — when the house- 
wife must be called to the set — 
and times when the visual message 
must be stronger. 


Farmers Like Urban Entertainment 


Opinions differed on whether pro- 
grams should be aimed directly at 
farmers or keyed to both farm and 
urban audiences. Most agreed that 
urban viewers must be made aware 
of farm problems. A sponsor, 
Maurice Johnson, vice-president of 
the Staley Milling Company of 
Kansas City, said his company has 
switched from farm show sponsor- 
ship to entertainment types of pro- 
gramming because farmers like the 
same type entertainment as urban 
viewers. 

Farm television, Johnson said, has 
not been as good as farm radio. 
Thus the few farm shows good 
enough to sponsor didn’t justify the 
extra expense of good commercials 
keyed to them. Few stations, he 
said, can provide good locally done 
commercials, Staley uses canned 
commercials tied to their entertain- 
ment show. Johnson suggested a 
committee of industry members to 
study the problem of farm show 
presentations in cooperation with 
educational groups. Industry can 
help, he said, and can also help pay 
the bills. ag 
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Safety... /O miles high! 


. assured by Turco’s Flaw Detection Method 
filmed at Northrop Aircraft with 
Auricon 16mm Sound Cameras 














The full story of flaw detection in metals with Turco “Dy-Chek” Dye Penetrant is the subject 
of a new Training Movie in sound and color, filmed at Northrop Aircraft with Auricon 16mm 
Sound-On-Film Cameras. 










The film shows how“Quality-Control checks metal parts for the Northrop F-89 all-weather jet 
interceptor right on the production line, with Turco’s “Dy-Chek” inspection process! 


This film is another example of how 
Training Movies and Industrial Motion 
Pictures can be produced with precision 
and fidelity using Auricon 16mm Sound 
Cameras. Professional Auricon Built-in 
Features, include Self-blimping Camera 
design, Synchronous Motor Drive, 
Auricon-Electromatic Take-up, etc. Many 
producers and cameramen have named 
Auricon...“the finest 16mm Sound Camera 
and Lennie Blondheim, both of Cralen ever built!” 


Enterprises, Inc., Hollywood, California. at 7 [ Aionicon | 
Lieayesee 
Auricon 


PRODUCT OF 


BERNDT-BACH, INC. 


6910 Romaine Street, Hollywood 38, California 
MANUFACTURERS OF SOUND-ON-FILM 


Turco’s new Training Movie on 
“Dy-Chek” Flaw-Inspection Process, is 
shown during filming at Northrop 


Aircraft, with Craig Curtis (at camera) 





Auricon Cameras are sold with a 30-day money-back guarantee. 
You must be satisfied! Write for free illustrated Auricon catalog. 





SUPER 1200 SOUND RECORDER 
$4652.15 $3359.00 
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Audience 


THE HEART 


% 


- oe, 


megative reaction 


- 
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Can an audience fail to react positively even 
when the film presentation is superior? 
Yes, it DOES happen! People react to their 
environment psychologically and physi- 
cally. Anamorphic wide-screen films faith- 
fully reproduce natural vision, making it 
easier for the audience to comprehend and 
more pleasurable for the audience to ex- 
perience.Concentrating entirelyon the scene 
before them without psychological or phys- 
ical strain, your audience willingly receives 
the full impact of your message. Standard 
films, film strips and slides, do NOT give 
this freedom! 


STANDARD SCREEN AREA (ratio 1.33 to 1). 


VISTASCOPE ANAMORPHIC LENSES FAITHFULLY REPRODUCE NATURAL VISION. 


The VistascoPe anamorphic lens gives not only more than twice the scope of standard lenses but greater, almost unbelievable 
depth and with natural clarity to match natural vision. There are no unnatural curvatures! 





WHAT VISTASCOPE 
35mm FUM STRIPS —— TAKING: 
VISTASCOPE C-1.5 or C-2 lens. Fits 
any standard 35mm camera using 
series VI adaptor ring, provided 
lens is 65mm (2%") or more in 
focal length. Sharp images from 3’ 
to infinity wirHouT adjustment 
—for less than 3’ complete infor- 
mation regarding equipment must 
be forwarded to vistascope. 


CAN DO 


FOR YOU 
35mm SLIDES — TAKING (Leica 
Format 24x36mm). VISTASCOPE 
C-2 tens. Any 35mm camera using 
standard Kodachrome or similar 
film may be used provided lens 
has a focal length of 65mm (254”) 
or more. Series VI adaptor ring 
necessary. (Rolleiflex may be used 
with Rolleicord adaptor). In- 
crease in exposure of '4 aperture 
is recommended. 


IMPORTANT 


IN TAKING! 


35mm CINE— TAKING: VISTA- 
SCOPE C-2 lens. May be used with 
all lenses of 40mm (15%"”) to 
100mm (4”) that are 43mm or less 
in diameter. Universal focus from 
3’ to infinity. Pictures compatible 
to Cinemascope. vistascope C-1.5 
lens, same requirements and will 
render film compatible with RKO 
Superscope. 


lomm CINE — TAKING: VISTA; 
SCOPE C-1.5 lens. Fits all standard 
lenses and telephoto lenses to 
75mm (3”), utilizing standard 
series VI adaptor ring. With larger 
lenses step-down rings are avail- 
able. Due to high light transmis- 
sion quality of vistascope lenses, 
no change of aperture is required. 


ONE VISTASCOPE LENS IS USED ON BOTH CAMERA AND PRO- 
JECTOR INTERCHANGEABLY! VISTASCOPE LENSES DO NOT 
HAVE TO BE FOCUSED! VISTASCOPE CAN BE USED ON STAND- 
ARD FLAT SCREEN — OR — CURVED SCREEN! 
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VISTASCOPE SCREEN AREA (RATIO 2.55 TO 1) — COMPATIBLE TO CINEMASCOPE 


VISTASCOPE ANAMORPHIC LENS COMPATIBLE WITH CINEMASCOPE 


The vistascore anamorphic lens, 16/35mm, C-2, is compatible with Cinemascope and may be used on such films and equip- 


ment. The vistascore C-1.5 lens is compatible with RKO Superscope (ratio 2 to 1). 


WHAT VISTASCOPE 
lémm CINE — PROJECTING: 
VISTASCOPE C-1.5 lens. Screen ratio 
identical to RKO Superscope (2 to 
1). Size, weight and adaption 
features identical to C-2 lens. 
Recommended for economy, 
beauty of format or where adverse 
demonstration conditions prevail. 


CAN DO FOR YOU 


lémm CINE — PROJECTING: 
VISTASCOPE C-2 lens. Screen ratio 
identical to Cinemascope (2.55 to 
1). Comes with free adaptor rings 
to fit all standard American pro- 
jectors up to 43mm (134”). Pro- 
jection distance 12' to 40’. Adjust- 
ment for 30’ to 70’ upon request. 


PROJECTING! 

35mm SLIDES — PROJECTING: 
(Leica Format 24x36mm) VISTA- 
SCOPE C-2 lens. Fits all standard 
projectors with VUPA VISTASCOPE 
UNIVERSAL PROJECTOR ADAPTOR). 
Gives screen ratio of 3 to 1 (ex- 
ample: 5’ high by 15’ wide) — 
GREATER THAN CINERAMA (2.85 to 
1). Projection distance 14’ to 40’. 


COMPLETE demonstration kit of 16mm sound film, film strip and slides, plus liter- 
ature, available for you to use for demonstrations — WRITE Dept. FW-9 TODAY! 


35mm FILM STRIPS—PROJECTING: 
VISTASCOPE C-1.5 or C-2 lens. Will 
fit any lens or projector barrel up 
to 63mm (24%") with VUPA 
(VISTASCOPE UNIVERSAL PROJECTOR 
ADAPTOR). Projection distance 14’ 
to 40’. 





VISTASCOPE... THE ONLY COMPLETE LINE OF ANAMORPHIC LENSES — GUARANTEED TO BE THE WORLD’S FINEST! 


SALES OFFICE, « 85 Chambers 
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First Print Department 


Ultra Violet and 
Flash Patch Printing 


16mm and 35mm 
Release Printing 


Kodachrome Printing 





MOVIELAB 


63 Editing Rooms 





SPECIAL TV SERVICES 
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Now 
Celebrating 
Our 25th 
Anniversary 


FILM LABORATORIES, INC. 


619 West 54th Street, New York 19, N. Y. JUdson 6-0360 









Time-Motion-Management 
Execs Meet on Nov. 9-10-11 

* More than 2,000 production execu- 
tives and methods engineers are ex- 
pected to attend the 19th Annual 
Time and Motion Study and Man- 
agement Clinic sponsored by the 
Industrial Management Society, 
scheduled for November 9-10-11, at 
the Hotel Sherman, Chicago. 

Thirty authorities from manage- 
ment, labor and industry will dis- 
cuss the latest development in the 
fields of time study, motion economy, 
job evaluation, production control, 
methods, plant layout, incentives 
and human relations. An industrial 
exhibit will be held featuring new 
products, processes and services ap- 
plicable to the industrial engineer- 
ing field. 

Highlight of the event will be the 
Annual Methods Improvement Com- 
petition, with awards to companies 
and colleges for outstanding ad- 
vances in industrial engineering 
techniques and applications. 

* Ww * 


Fourth Advertising Essentials 
Show in New York, Nov. 14-16 
* The fourth Advertising Essentials 
Show will be held in New York on 
November 14-15-16 at the Hotel 
Biltmore. It is designed to “offer 
the advertiser a concentrated ex- 
posure to the aids, materials, and 
services for advertising communi- 
cation.” 

According to Thomas B. Noble, 
director of the show, changing 
trends are expected to be noticeable 
in this year’s event. 

There has been a sharp drop in 
the use of 3-D materials for eye- 
glass viewing. Large color transpar- 
ency enlargements of photographs 
have reached a plateau, hindered by 
high original costs and the expense 
of maintaining shadow boxes. 

There is also a noticeable eager- 
ness by buyers to get durable con- 
struction and quality merchandise 
in their acquisitions, as against a 
period two years ago, when great 


emphasis was put on price. 
ce x * 


Alcoa Film Explains 








U.S. Exports of 16mm & 35mm 
Rawstock Films Show Increase 










Exports of 16mm and 35mm posi- 
tive rawstock films showed the 
largest gains in a government re- 
port comparing the amounts of 
motion picture film and equipment | 
shipped overseas in the first six | 
months of 1954 and the first six 
months of 1955. 

The substantial increases in ex- 
ports of unexposed motion picture 
film (rawstock) were included in a 
compilation made from preliminary 
figures of the Bureau of the Census 
by the Motion Picture and Photo- 
graphic Products Division of the 
Business and Defense Services Ad- 
ministration, United States Depart- 
ment of Commerce. 

In the comparison between the 
January-June period of 1954 with 
the January-June period of 1955, 
the export of 16mm positive film 
(rawstock) increased from 36,047,- 
413 linear feet, valued at $308,047, 
to 51,515,905 linear feet, valued at 
$456,383 ; the export of 16mm nega- 
tive film (rawstock) increased from 
33,256,769 linear feet, valued at 
$972,830, to 44,171,409 linear feet, 
valued at $1,213,294. 

A decrease in the export of 16mm 
sound projectors was noted between 
the first half of 1954 and the first 
half of 1955. Export of 4,348 pro- 
jectors, valued at $1,418,939, was 
reported for the 1954 period as 
compared to an export of 3,847 pro- 
jectors, valued at $1,239,348, in the 
1955 period. 

Motion picture screens exported 
in the first half of 1955 were valued 
at $532,673. 

ia ” * 
Philadelphia Producer Moves 
* Patterson Productions, Inc., pro- 
ducers of slidefilms, sales promo- 
tion and training materials, has 
moved to larger quarters at 2004 
Market Street, Philadelphia. The 
company plans greater specializa- 
tion in slidefilms, sales and dealer 
presentations and complete pack- 
age sales campaigns. 









































Skyscraper Erection 





® Aluminum on the Sky- 
line, a new 28-minute 
color film, depicts the 
fabrication and erection 
of the company’s head- 
quarters in Pittsburgh, 
the aluminum Alcoa 
building. 

The picture is avail- 
able on free loan from 
the sponsor’s film li- 
brary. Write: Motion 
Picture Service, Alumi- 
num Company of Ameri- 
ca, 818 Alcoa Building, 
Pittsburgh, Pa. ea 
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Scene from a Tide Water Associated Oil Co. Training Film, Produced by Sound Masters 


humor 


... DON’T OVERLOOK THE POWER OF HUMOR 


It is a vehicle which, when properly used in a film, can win an audi- and the purpose of the film. 


ence, and condition it to a lasting acceptance of your entire story. 


The effective use of humor in just the right amount and at just the 
A laugh or two and a few smiles during a screening can do much ; se a ; 
, A aes ' right places is an art born of writing skill and experience 
to create a friendly climate for conviction that could not be accom- , 


plished as effectively in any other way. 


But, like a seasoning ingredient, it must be used with great skill 


WHETHER YOUR NEXT PRODUCTION IS 
TO BE A MOTION PICTURE, A SLIDE FILM, 








OR A TV SUBJECT, LET US DISCUSS ITS 
TREATMENT AND PRODUCTION WITH YOU. 


— ye ee eon a re ne nt nt 


SOUND MASTERS, INC 


165 WEST 46TH STREET, NEW YORK 36, N.Y. 





and good judgment, and with careful consideration of the subject 


In our preparation of scripts we give this important element the 


careful consideration it deserves, and we have a lot of good ideas 






















MOTION PICTURES 
SLIDE FILMS 
TV SHORTS 

COMMERCIALS 











Why SOUND MASTERS Selected... 


The ARRIFLEX 35 Model IIA 
To Shoot ‘Speechless By Mistake’ for the Bell System 


The Bell System wanted a color film that would help 
prevent accidental damage to buried and aerial tele- 
phone cables by dramatizing some of the common 
causes of such damage and their effect on vital com- 
munications. SOUND MASTERS of New York was selected 
to make the film. 


The script called for ‘on location’ filming — in fields, on 
highways, in ditches, on ‘Main Street’. More than 95% 
of the film required live, lip-synchronized sound. A versa- 
tile, easily maneuverable camera was needed for this job. 


SOUND MASTERS selected the Arriflex 35 Model IIA with 
Synchronous Motor and Sound-Proof Blimp — and filmed 
all the sequences with this equipment within a period of 
five weeks. Speechless By Mistake has been completed 
and will soon be released by the local Bell Telephone 
Companies for public showings. 


Says Mr. F. C. Wood, Jr. vice president in charge of 
production, “We acquired and used the Arriflex outfit 


dik 

















because it was the lightest, most compact equipment we 
could find. It would have been next to impossible to 
have done the job so quickly and easily with any other 
camera. The Blimp was perfect both indoors and out. 


“Needless to say, we were pleased with the results, as 
was also the client. The pictures were rock steady and 
needle sharp — thanks to the new film gate and inter- 
mittent, and to those wonderful Schneider lenses. The 
whole film was a complete success. 


“The most wonderful thing about the whole deal is that 
the price of the complete outfit was hardly more than 
what it would have cost us to rent other equipment.” 


And Mr. Wood's experience is, by no means, different 
or unique, for many other producers and cameramen 
have discovered the economy, the quality and the versa- 
tility of the Arriflex 35. No more easily manageable 
camera exists anywhere. Yet, it has every facility and 
convenience for truly first-rate filming. 


Write for complete information to: 
Sole U.S. Agents * KLING PHOTO CORP. 


235 Fourth Ave., New York 3, N. Y. 
7303 Melrose Ave., Hollywood 46, Cal. 
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THIS 

is 

JUST 

THE 
BEGINNING 
OF 

16 MM! 





Talk was that other film sizes than 16mm could 
do better jobs in the industrial, educational 
and commercial fields. 


Not while there is a film laboratory like 
Precision, bringing 16mm to the peak of 
perfection. In fact, we are demonstrating daily 
that 16mm can do more — and better — things 
in movies than have been done before. 





Precision Film Laboratories developed 

unique equipment to realize the fullest 

potentialities in 16mm, such as the optical track 
printer; timing, fades, dissolves, scene-to-scene color 
corrections, invisible splices without notching 
originals; direct electric printing and many others. 





No, 16mm is just beginning. Depend on it for 
your next film project and, of course, depend on 
Precision to do exactly the right job in 
bringing life and sparkle to the best of your 
production efforts. 





you'll see > x and hear 


FitwM™M LABOR ATO RIS @... + ¢ 


21 West 46th Street, New York 36, New York 


A DIVISION OF J. A. MAURER, INC 


In everything, there is one best... in tilm processing, it's Precision 
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THE MOST 








MADE IN USA 
EXCLUSIVELY BY F&B 


F & B PRO CINE— 


TRIPOD IN THE 


MEDIUM WEIGHT CLASS 


Price $145.00 
Heavy Duty Fibre Case $20.00 


AVAILABLE DIRECT 
OR AT LEADING CAMERA DEALERS 











HOLLYWOOD FILM CO. 




















16 of 35mm 
2 gang 
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Combination 
1-16 & 1-35 
2-16 & 2-35 












GUARANTEED FINEST 
PRECISION WORKMANSHIP 


SYNCHRONIZER 


$185 
250 


IMMEDIATE DELIVERY 
Money Back Guarantee 


FOR ALL CAMERAS 


Does your tripod 
include these 
exclusive PRO CINE 
features? 


A. External camera tightening 
knob with angle gears 


B. Telescoping, offset tripod 
handle 


C. Second tripod handle posi- 
tion 

D. Large positive pan and tilt 
locks 


E. Brass shaft for longer wear, 
no sticking 


F. Separate, precision machined 
friction plate 


G. Four bolted leg supports 
with leg rest ledge 


H. Aluminum leg tops—no holes 
drilled thru wood legs 


l. Single knob leg tightening 
—for even tension and no 
warping 

J. Superb, seasoned and 
waxed hardwood legs. Will 


never stick. 
Finest Precision Craftsmanship 
and Materials 


FRICTION HEAD UNCONDITIONALLY 
GUARANTEED FOR FIVE YEARS 


“Nominar 1” £/0.95 giving 
TERRIFIC results... 


Made TV film under moonlight conditions and 
over-exposed films.” 


Mr. Murray Lincoln 
Miller 


Director, Audio-Visual 
Education 


Ilinois State Normal 
College 


Fa&B 
NOMINAR 
1” £/0.95 
LENS 


in C mount for all 16mm cameras 


“THE FASTEST CINE LENS IN THE WORLD” 
More than Twice as fast as /1.4 


Definition, resolution and contrast 
as good or better than any comparable lens. 


Price $165.00 $9.90 FET 


including— 
Series Vi filter holder, sunshade 
Screw-on dust covers 
Leather carrying case 


FLORMAN & BABB 


& 68 West 45th Street, New York 19, N.Y. 


Phone: Murray Hill 2-2928 


Cable Address — FLORBABB, N.Y. 





School Use of Audio-Visuals 
Doubled Between 1946-1954 
* The number of 16mm sound mo- 
tion picture projectors in schools 
more than doubled between 1946 
and 1954, according to a recent sur- 
vey soon to be released by the Re- 
search Division of the National 
Education Association. The increase 
in projectors was a manifestation 
of the doubling of average audio- 
visual budgets in public schools 
during the past eight years. 

Slide and slidefilm projectors 
nearly tripled in number, according 
to the report, and the number of 
films and slidefilms in use registered 
a rapid climb. The percentage of 
teachers using these tools doubled. 

During the eight years surveyed, 
the median appropriation for audio- 
visual education jumped from 33 
cents per pupil per year to 65 cents. 
The number of sound motion pic- 
ture projectors rose from 1.0 to 2.4 
per 1,000 pupils. Slide and slidefilm 
projectors multiplied from 1.3 per 
1,000 pupils to 3.6. Use of instruc- 
tional motion pictures went from 
175 per 1,000 to 566 per 1,000. The 
number of slidefilms used per 10,000 
sprang from 208 to 800. 


In both primary and secondary 
schools, an increase in the frequency 
of film materials use was reported 
as was a decline in the number of 
admitted non-users. In elementary 
schools, the percentage of frequent 
users moved from 15% to 35%. In 
secondary schools, the percentage 
of frequent users changed from 
25% to 40%. 

More city-systems are employing 
audio-visual specialists but most of 
these do not function in a-v capaci- 
ties full time. Lagging behind is the 
adaptation of classrooms to a-v 
method. One classroom in four was 
reported “well adapted” to audio- 
visual technique; 41% were de- 
clared poorly adapted; 34% com- 


* + ~ 


General Petroleum 
Sponsors New Film 
* A new 27-minute docu- 
mentary color film of the 
Pacific Northwest, titled 
The Strongest Man Who 


pletely unadapted. @ 


































Producers View International 
Problems at Tangier Meeting 

® Practical measures for the in- 
creased international exchange of 
films and film footage for television 
were discussed by film and televi- 
sion producers and distributors at 
a meeting in Tangier, September 
19-30. 

The meeting was sponsored by the 
United Nations Educational, Scien- 
tific and Cultural Organization and 
the International Zone of Tangier. 
Topics on the agenda included legal 
problems such as copyright and per- 
former’s rights, customs and official 
clearances, censorship, methods of 
distribution and exchange of infor- 
mation. 

Other matters under discussion 
were the possibility of organizing 
regular international program ex- 
changes, professional relationships 
among writers, performers, techni- 
cians and relations with internation- 
al trade and professional associa- 
tions. 

Maurice Mitchell, president of 
Encyclopaedia Britannica Films. 
was one of the several American 
film executives who attended. 

* a * 
Minnesota Conservationists 
Cite ‘‘Conserve Our Heritage” 
* The Minnesota Conservation Fed- 
eration recently presented a_ first 
annual business and industrial con- 
servation award to the Minneapolis- 
Moline Company for the motion 
picture To Conserve Our Heritage. 

Produced by Martin Bovey Films. 
Chelmsford, Mass., under the super- 
vision of Bon D. Grussing, man- 
ager, and John Rusinko, assistant 
manager of the sponsor’s advertis- 
ing, sales promotion and public re- 
lations department, the film has won 
over a half dozen national awards. 

To Conserve Our Heritage is a 
color documentary on the past waste 
of America’s natural resources and 
present efforts to conserve forests. 
wild life. water and soil. 
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Ever Lived has just been 
completed for General 





Petroleum. Showings are 


Library 











limited to Oregon and 
Washington with prints 
available there from GP 
sales offices. John J. Hen- 
nessy supervised produc- 
tion by Cate & McGlone, 
with C. A. Perryman as 


associate producer. 


A SUPERB COLLECTION OF 
MOOD AND BRIDGE MUSIC 


For Details Write: 


AUDIO-MASTER Carp. 
17 East 45th St. - New York 17, N. Y. 


BUSINESS SCREEN MAGAZINE 































<< 
etn 











BETTER STORIES MEAN BETTER PICTURES ... 
Our writers are considered by many experts as the best 


creative craftsmen in the business film field. 


with eland. 33 EAST 48TH STREET, NEW YORK 17, NEW YORK 
201 NO. OCCIDENTAL BLVD., LOS ANGELES 26. CALIFORNIA 
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HOW DO PEOPLE 
JUDGE YOUR 
COMPANY? 


By your product or service? 

By the service you give your 
customers? 

By your policies? 


Well, all these things count. 
But . . . to most of your custo- 
mers, your SALESMEN are the 
company. 

Their reputation is YOUR repu- 
tation with your customers. This 
means that your salesmen must 
be able to impress your custo- 
mers with their sincerity, de- 
pendability, interest. 


There is a knack to doing it. 
Show them this knack with: 


“HUMAN RELATIONS 
IN SELLING” 


part of the outstandingly suc- 
cessful sound slide program... 
AGGRESSIVE SELLING 


You may obtain a preview 
without obligation. 


Write for details. 








Kocket Pictures 
INC. 


6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 








| 





Americade: a Potential for Progress 


National Association of Manufacturers’ Traveling Exposition 


Visualizes Human, Scientific Progress We Can Attain by 1975 


HAT WiLL THE U.S. be like in 
W i075? \ new traveling ex- 
position, the “Americade”, 
has been unveiled by the National 
Association of Manufacturers as “a 
graphic projection of the United 
States in 1975.” Three-day engage- 
ments will begin its nationwide tour 
by trailer truck, opening in Syra- 
N.Y. on October 11 and in 
Hartford, Conn. on October 18. 
Through a series of spectacular 


cuse, 


animated exhibits and the employ- 
ment of unique lighting and sound 
effects, ““Americade” broad 
visual scope to predictions for sig- 


gives 


nificant progress in every facet of 
the American scene—spiritual, cul- 
tural and material. Here are some of 
its outstanding attractions: 


THEME PYLON 
* An atomic energy symbol, inter- 
twined 


heart and 


formed in a large transparent disc 


with a human 


atop a pylon sets the theme for 
Americade. 
AupIo AND VisuAL: Vari-colored 
lights flash constantly through the 
elements of the symbol to the ac- 
companiment of a sound recording 
of the beat of a human heart. Below 
the words “Our Future.” in the 
pylon shaft, is a sculptured family 
group — near life size; on the base, 
in burnished gold leaf, the title, 
“Americade.” At intervals, the heart 
beat fades slightly, and a voice says: 

“Listen . . . that’s the beat of the 
heart of a great nation... America’s 


heart! Strong and faithful and 
divinely blessed it has endured 


against all manner of adversity, 
never failing in its dedicated task of 
sending life-building blood flowing 


through our country’s arteries . . .” 


GROWTH EXHIBIT 

* As a keystone of the Americade 
story, this exhibit depicts the spec- 
which the nation’s 
population is increasing. 

Aupio AND VisuAL: Through an 
automatic, authenticated 
device, geared to the 


tacular rate at 


counting 
Bureau of 
Census’ progression scale, the visitor 
is able to see the national population 
total at the very moment he views 
the exhibit. A dial, attuned to the 
birth rate of a new baby every eight 
seconds, sets off a sound mechanism, 
at the exact intervals, that simulates 
the slap of a doctor’s hand and the 
ery of a new-born child. Other dials 
tick off additional population fac- 
tors. 

THE HOME EXHIBIT 

* Expecting the greatest standard of 
living improvement to be in housing, 






Americade’s home display offers a 
look at and into the homes of the 
future. 

Aupio AND VisuAL: “A family of 
1975,” life-sized, describe the won- 
ders to come in homes and ap- 
purtenances by “speaking back” 
over the years to present-day view- 
ers over telephone receivers. 
“Father” says, “. . . Through pre- 
fabrication, homes are completely 
. with swimming 
pool, centrally controlled lighting 
and lock system. All interior walls 
are movable . . . telephone, radio, 
tv and hi-fi are piped through the 
house eee 


erected in a day. . 


we have a house-garage- 
playroom intercommunications sys- 
tem... our own heliport.” 
“Mother” tells of her automatic 
kitchen, dust-tight house . . 


» ‘ro 
energy 


. solar 
for heat, air-conditioning. 
“Daughter” 
phono- vision 


about her 
and color-luminous 
walls. “Son” is getting his first ride 
in a rocket ship next month, pre- 
paring for Interplanetary Flight 
School. A crystal ball in the exhibit’s 
center shows a series of drawings of 
homes of the future. 


FOOD & CLOTHES EXHIBIT 


* This exhibit shows how the variety 


enthuses 


and quality of these necessities will 
have perfection by 
1975. 


VisuaL: A montage of babys’ faces 


attained new 


with signs (appearing through a 
plastic bib and tot’s dress) pro- 
“More than 10,000 new 
babies to clothe every day” 
“More than 10,000 new 
feed every day.” 


claiming: 
and 
babies to 
In a left panel, 
descending from research symbols, 
belt cascades _three- 
dimensional packages of “foods-of- 
the-future” into a large shopping 
cart. In a right panel, the advent of 
new types of clothes and fabrics is 
given similar treatment 


a cony eyor 


- packages 
of these products being transported 
to a home. 


HEALTH EXHIBIT 


* Improved health standards and 
longevity prospects in 1975 are 
highlighted in this exhibit. 
VisuaL: Left section of the display 
provides a montage of medical re- 
search and laboratory scenes upon 
which is flashed, at regular intervals, 
names of new medical aids that 
probably will have been eclipsed by 
greater discoveries by 1975. 

On a center screen, color photos 
of elderly couples in recreational ac- 
tivities appear in rotation; at upper 


(CONTINUED ON PAGE 


28) 





THIS DISCIPLINE 
IS PAINFUL 


Do your supervisors enforce pain- 
ful discipline—or fair, understand- 
ing, and impartial discipline? 


Effective discipline is of vital im- 
portance to your business. It's the 
lubricant that will give youa 
smooth-running organization. 


Show your supervisors the proved 
techniques of: 


“MAINTAINING DISCIPLINE” 


part of an outstanding sound slide 
program SUPERVISOR TRAINING 
ON HUMAN RELATIONS, which 
includes: 


@ “THE SUPERVISOR'S JOB” 
@ “INDUCTION AND 
JOB INSTRUCTION” 
@ “HANDLING 
GRIEVANCES” 


@ “PROMOTIONS, 
TRANSFERS AND 
TRAINING FOR 
RESPONSIBILITY” 


@ “INTERPRETING 
COMPANY POLICIES” 


@ “THE SUPERVISOR 
AS A REPRESENTATIVE 
OF MANAGEMENT” 


@ “PROMOTING 
COOPERATION” 
You may obtain a preview 
without obligation. 
Write Dept. S for details. 





Rocket Pcetures 


INC. 


6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 





BUSINESS SCREEN MAGAZINE 





SALES - SERVICE - RENTALS, 



















THE WORLD'S MOST COMPLETE ASSORTMENT 
OF PHOTOGRAPHIC EQUIPMENT FOR 


TV. and, Motion Pictino Studios 


MICROPHONE BOOMS 


FOR ALL PURPOSES 
SMALL, MEDIUM, LARGE 





MOVIOLA FILM 


+ EDITING EQUIPMENT 





M-R Microphone Boor 
with Perambulator. Quiet 
in operation. 





Lightweight model Booms 
— Model C-12 and C-17 
and Century Portable 
Mike Boom. Beautifully 
engineered for TV and 
motion pictures. 


Robot Automatic Splicer 
No heat required. Assures exception- 
ally strong positive splice. Simple op- 
eration. Portable. 





AURICON LIGHTWEIGHT ALUMINUM SHOULDER BRACES 
... for 16mm and 35mm 
CAMERAS 


Illustrated: Cinevoice with 3- 
lens turret, Zoom Finder and 
400 ft. magazine. 















cameras. Sturdy, yet light 
enough not to tire user. 
Easy panning and tilting. 
For all hand-held cameras. 





PRECISION 


SOUND READER 
{16-35 COMBINATION) 


Simple threading. Polished Stabilizer 
drum with needle bearings. Surface 
cannot damage film. Precision ground 
shafts. Dimensions—6 x 6 x 71/2. 

AMPLIFIER: 117 volt, 60 cycle, AC. 
Power output 4 watts. Heavy duty 
Alnico V. Speaker. Safety fused. 


CHANGING BAG 


—a portable darkroom. Large 
enough to take 1000 ft. 35mm 
magazines. Double zipper. Com- 
pletely light-proof. 





*9.5mm Lenses in 16mm C mount. 18.5mm (extreme wide angle-flat 
field) Lenses available in mounts for all 35mm Motion Picture Cameras. 
*PHOTO RESEARCH Color Temperature Meters. *Electric Footage Timers. 
*“Neumade and Hollywood Film Company cutting room equipment. *Gris- 
wold & B.&H. Hot Splicers. “DOLLIES *Bardwell-McAllister, Mole Rich- 
' ardson, Century and Colortran Lighting Equipment. Complete line of 
16mm and 35mm Cameras. 


ie ZUCKER 


omens CQuiement © 
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right, another montage — faces of 
elderly people -— and a chart stress 
the rising are of longevity. 


RELIGION & EDUCATION 

* How deeply the religious urge is 
imbedded in the minds of Ameri- 
cans is depicted by a three-dimen- 
sional throng entering a house of 
worship while a peal of organ music 
and a sound message cite the need 
for additions to our religious edi- 
fices. 
\upio: “The spiritual force, always 
dominant in the minds and hearts 
of most Americans, will keep pace 
with progress in other fields. By 
1975, we will require 150,000 new 
houses of worship to accommodate 
the additional millions of American 
church-goers.” 

The religious display reverses and 
the exhibit displays groups of stu- 
dents in three school ages. 

\upio: After a few bars of student 


song. a voice says: “. . . At least 
two million new classrooms must be 
built and a minimum of 200.000 


E A Ss Y A Ss teachers will have to be added to 


school staffs.” 


1-2-3 The VICTOR 16mm PROJECTOR —_tesrorranon exer 


® Here, the viewer is taken on a 


‘ride” into space to learn transport 
helps MAKE your product improvements of the future. The 
‘e) PERATE major portion of the unit is a 
simulated space-ship cock-pit. A 
— , ’ ‘ 
and SELL it too! flight selector provides a choice of 
yf e destinations, both astral and earth- 
bound, 


Shop foremen, sales trainers . . . anyone can easily operate the new \ Vis WI ; 
Victor 16mm Sound Projector. Just 3 spots to thread film . . . ove UDIO AND VISUAL: When t ae viewer 
sound drum, through film gate, on to single drive sprocket. The Victor presses the selector button, the time 





operates simply with finger-tip control panel, softly illuminated. No chance required for the chosen flight is 


of film damage, even with inexperienced operators. 3-spot Safety Film ] N a Pp L pay N 7 flashed on a screen. When he starts 


Trips stop projector instantly to eliminate film damage. the ship, a whole series of anima- 
Films are understood more casily, remembered longer when shown on 7 ne pay | N | N G tions and lighting effects create the 
the new Victor because superb sound plus outstanding picture clarity put illusion of a jet take - off, flight 
sharper focus on your story. Salesmen see graphic illustrations of the sounds, planets sweeping by. The 
product, learn to know their product better, learn methods for making craft lands and on a bottom panel, 
bigger and better sales. Plant workmen better understand their jobs, the viewer sees models of antici- 
reduce costly errors and increase efficiency. And with a Victor, you can pated developments in more con- 
ventional forms of transportation. 


COMMUNICATIONS EXHIBIT 
* Highlighting communications ad- 
vances, this exhibit features closed- 
circuit television and “phone- 
vision.” (Continued on Page 78) 


best show the thousands of films available from manufacturers and trade 


associations. 


And, you can add magnetic sound as your budget permits . . . with Mixer 
Magnesound. Allows you to change sound track as often as desired, or 
add sound to silent films. 













SEND FOR FREE FOLDER TODAY 
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Dept. L-95, Davenport, lowa, U.S.A. 
Fan New York — Chicago 
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Quality Motion Picture Equipment Since 1910 
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Proudly Serving 
The Industrial Leaders 
of the Nation 


American-Radiator 
& Standard Sanitary Corp 


American Telephone 
& Telegraph Co. 


American Tobacco Company 
Andrew Jergens Company 


Brown & Williamson 
Tobacco Corporation 


Burlington Mills Corp 
Church World Service 
Colgate-Palmolive Company 
Cudahy Packing Company 
Gulf Oil Corporation 

P. H. Hanes Knitting Co 
Hoffman Beverage Co 

Lever Bros. Company 

Liggett & Myers Tobacco Co. 
Manchester Oil Ref. Ltd., England 
Nash-Kelvinator Corporation 
Pabst Brewing Company 
Phillips Petroleum Company 
Procter & Gamble Company 
Protestant Radio Commission 
Remington Rand, Inc. 

R. J. Reynolds Tobacco Co. 

F & M Schaefer Brewing Co. 
Sterling Drug, Inc. 

United Coffee Growers of Brazil 
United States Air Force 
United States Army 


United States Brewers 
Foundation, Inc. 


United States 
Department of State 


Wallerstein Company, Inc. 













PNDUS TRY 




















EDUCATION 



































"TELEVISION 


PETER ELGAR. 
PRODUCTIONS, INC. 


18 East 53rd., New York. 22, N.Y. 
MU 8-5626 















PATENT 
PENDING 


HERE IT 7 See 


me DUAL READER 


Price: $195.00 
(less viewer) 


@ NOW YOU CAN HEAR SOUND 
with any silent picture viewer! 


@ SINGLE and DOUBLE SYSTEM! 
@ HI-FI LIP-SYNC SOUND! 
@ SEND FOR DESCRIPTIVE LITERATURE! 


THE CAMERA e MART, INC. 


| 1845 Broadway at 60th St. Phone: Circle 6-0930 
NEW YORK 23, NEW YORK CABLE: CAMERAMART 








Audio and Visual Media to Be Used at 90 Sessions 


of the National Safety Congress and Exposition 


UDIO-VISUAL media will function 
Ain about 90 of some 200 ses- 
sions at the 43rd National Safety 
Congress and Exposition, conducted 
by the National Safety Council in 
Chicago, October 17-21, at the Con- 
rad Hilton, Blackstone, Congress, 
La Salle and Morrison hotels. 
institutional 
and business representatives from 
all over the nation convene to dis- 


As governmental, 


cuss the current status of commu- 
nity and industrial safety, their 
meetings will make use of motion 
pictures, slidefilms, slides, charts, 
graphs and similar materials. 

Use of audio-visual aids in Na- 
tional Safety Congress programs 
has been on the increase for the 
past six years, according to Wil- 
liam Englander, director of the 
Council’s Film and Poster Division, 
who estimates from preliminary 
program information that the 1955 
assembly will feature the strongest 
a-V support to date. 

A highlight of the Congress will 
be a full evening of safety film 
showings—winners of the 1955 
awards of the National Committee 
on Films for Safety. The Commit- 
tee’s chairman, John B. McCul- 
lough, director of technical services, 


Motion Picture Association of 
America, will preside at a formal 
presentation of the awards to spon- 
sors in the Grand Ballroom of the 
Conrad Hilton Hotel, October 18 
(7:30 p.m.) 

Appearing on this program will 
be: 

Face to Face, a sound slidefilm 
sponsored by Zurich-American In- 
surance Cos. depicting factors in- 
volved in a traffic accident. 

And eight sponsored motion pic- 
tures: 

Breathe and Live, United States 
Navy, demonstrating precautions 
taken when working around poison- 
ous substances; 

It’s in the Cards, Abitibi Power 
& Paper Co., emphasizing the need 
for tagging switches in machine 
shops; 

One Little Indian, National Film 
Board of Canada, in which puppets 
teach traffic safety to young child- 
ren; 

One Way Lejt, American Assn. 
of Motor Vehicle Administrators, 
stressing the importance of state 
vehicle inspection ; 

The Perfect Crime, Caterpillar 
Tractor Co., calling attention to 
(CONTINUED ON PAGE 80) 
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THESE ARE THE 7 FILMS LEADING TO SUCCESSFUL SELLING 
. Power of Mental Attitude in Selling 


. Turning a Deaf Ear to Sales Resistance 
3. Closing the Sale 


1058 W. Washington © Chicago * SEeley 8-4181 


KLING’S NEW 
SALES TRAINING 
SERIES IN COLOR 


Mental 


o>) 









Tie a string around your finger! 
Remember to order Kling’s SELLING IS MENTAL series today! 
Different, dynamic, timely! That’s SELLING IS MENTAL, Kling’s 
21-week sales training program on the HOWS of selling. 

It consists of seven sound slidefilms in rich color photography, 
PLUS written material to aid the sales executive in meetings. 
SELLING IS MENTAL guarantees to take a salesman beyond his 
present point of effectiveness. Remember . . . results are 


immediate, tangible and profitable with Kling’s SELLING IS 
MENTAL sales training program. 





4. Developing the Right Attitude Toward Price 
5. Developing the Right Attitude on a Call Back 
6. Selling the End Result First 

7. The Prospect Is No Mind Reader 


Write, wire or phone for a 
private preview in your office, 
without obligation of course. 
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Complicated ? Difficult to Visualise ? 


Simplifying the intricate has long been a specialty of Campus Film 
Productions, Inc. 


Take the human lung, for example. 


Recently, the lung was discovered to be composed of 18 distinct 
anatomical entities—the bronchopulmonary segments. 


Diagramming these segments is relatively simple, but diagrams alone are 
not sufficient for truly effective teaching purposes. The lung specialist 
needs orientation—must be able to visualize all 18 segments not only in 
shape, size, and relative position, but also relate them to the tiny views he 
obtains through his bronchoscope. 


The Medical Film Department of Pfizer Laboratories (Division, Chas. 
Pfizer & Co., Inc.) planned a teaching film on the subject—‘“The 
Bronchopulmonary Segments.” We “‘simplified the intricate” and the film 
achieved its difficult assignment in orientation—with these gratifying results. 


A Campus produced film always passes the test of complete rapport with its 
audience — understandable, believable, technically perfect. 


If your next project seems complicated—difhicult to visualize—we are 
ready to help you at any time. 


I st Prise 


Medical and Nursing 
Category 
1955 Annual 
CLEVELAND 
FILM FESTIVAL 


~ 


Diploma of Recognition 
16th International 
Exhibition of 
Cinematographic Art 


VENICE, ITALY 
* 


HIGHEST RECOGNITION* 
Medical 
Audio-Visual 
Institute 
Association of 
American Medical 


Colleges 





Campus Film Productions, Inc. 


14 East 53rd Street e New York 22. N. Y. . PLaza 3-3280 
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*As reviewed in Journal of Medical 
Education, June, 1955: 


“This film leaves nothing to be 
desired ...a print should be owned 
for use in every medical school 

in the world.” 
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SINGLENESS OF 
PURPOSE 


MODERN has devoted its entire effort to the effective 
distribution of the sponsored film. We think this has helped raise us 
to the position of leadership in this activity. 


In 10 years the volume of bookings arranged and completed for 
the sponsors of the films we distribute has increased ten fold. 


During the current year, we will reach a new high volume. Mod- 
ern’s business is service — to the sponsor and to the film using audience. 
Our record of achievement has been possible only. because we have 
served well. 


' We are specialists in the distribution of the sponsored film 
through four channels of circulation — television, motion picture 
theatres, rural roadshow, and general 16mm audiences. 


For the distribution of your sponsored motion picture, call on 


NEW YORK JUdson 6-3830 DETROIT TEmple 2-4211 
45 Rockefeller Plaza, New York 20, N. Y. 956 Maccabees Building, Detroit 2, Mich. 





CHICAGO DElaware 7-3252 LOS ANGELES MAdison 9-2121 
ERVICE 
TALKING PICTURE SERVICE | TALKING PICTURE SERVICE | $ 140 E. Ontario Street, Chicago 11, Ill. 612 S. Flower Street, Los Angeles 17, Cal. 


4444 





Nationwide service from Modern | fon lebyarits mn 28 important wtres — 


ATLANTA CHARLOTTE DALLAS HousTON MEMPHIS New York Str. Louis 

BOosTON CHICAGO DENVER INDIANAPOLIS MILWAUKEE OMAHA SAN FRANCISCO 
BUFFALO CINCINNATI DETROIT KANSAS CITY MINNEAPOLIS PHILADELPHIA SEATTLE 

Cepnar Rapips CLEVELAND HARRISBURG Los ANGELES New ORLEANS PITTSBURGH WASHINGTON, D. C 
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A Look Into America’s Future 


The United States Chamber of Commerce Films 
Story of “People, Products and Progress: 1975” 


“JF OLLYwoop pRopDUCERS—in the 
haleyon days before televis- 
ion—were prone to re-release 

motion pictures at the drop of the 
phrase “by popular demand.” This 
is the story of a motion picture that 
was produced by popular — and 
quite vocal—demand. 

At the 43rd Annual Meeting of 
the Chamber of Commerce of the 
United States—held in Washington 
in May of this year—some 3,500 
delegates were treated to a “glimpse 
of the future” in a slide presenta- 
tion at Constitution Hall. Based on 
predictions by the nation’s leading 
trade associations and _ business 
firms, the slides illustrated the scien- 
tific and technical advances Amer- 
ica can make in the next twenty 
years. 

Predictions Based on Fact 


The most thrilling aspect of the 
presentation was the fact that the 
predictions weren't in the fiction 
category; they were based on to- 
day’s knowledge — and on _ plans 
already in the blueprint or pilot 
production stages. And even in this 
age of the atom and the jet engine, 
they are fabulous enough to make 
tomorrow's America seem like a 
giant surprise package, full of good 
things for everyone. 

[t was the vociferous enthusiasm 
with which the audience greeted the 
presentation—the following flood of 
letters they wrote, asking that it be 
presented in their communities— 
that formed a literal mandate to 
make a film, to give that “glimpse 
of the future” to people all over 
\merica. 


A 28-Minute Color Picture 


The result is People, Products 
and Progress: 1975, just released by 
the National Chamber. Narrated by 
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America’s lumber industry, looking 
forward 20 years, predicts lumber 
company foresters will inject hor- 
mones and radioactive materials into 
growing trees—creating fire resistance 
and staining to desired colors. 
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Arch N. Booth, Executive Vice 
President of the Chamber. the 
16mm film is in color and runs 28 
minutes. 


It’s one thing to plan a motion 
picture right from “scratch.” It’s 
quite another thing to transform a 
series of 344”°x 4” lantern slides 
into a film, particularly when a 
mountain of urgent correspondence 
dictates that it be accomplished in 
the shortest possible time. 

With the original art 
developed by the 


work 
participating 


associations and _ business 
already in hand, potential 
expense and time could be saved. 
But that meant conceiving a format 
for the film which would allow use 
of the original art and, at the same 
time, “liven up” the static drawings 
through the use of limited anima- 
tion and camera movement tech- 
niques. The production was by Cre- 
ative Arts Studio, of Washington. 
and the result is a good example of 


trade 
firms 


fast schedule movie production. 


Your Home of Tomorrow 


People, Products and Progress: 
1975 has something for everyone 
even if that “something” will be a 
few years in the coming. As the film 
unfolds, millions of Americans will 
learn with amazement of the won- 
ders they can expect to find within 
and without their 1975 
“Stay-at-homes,” particularly, will 
find a wealth of items adding pleas- 
ure to their leisure and recreation 
time in the next two decades. If 


homes. 


- 1935 























the scenes depicting the super- 
markets and kitchens of tomorrow, 
for example, are any indicator, the 
future housewives of America will 
live in a land of plenty—plenty of 
foods to choose from, and plenty 


(CONTINUED ON PAGE 71) 







Above: development of new steels 
able to withstand temperatures and 
corrosive conditions never before ex- 
perienced will enable huge, man- 
carrying rockets to knife through the 
earth's atmosphere into outer space. 


Left: atomic power plants of the fu 
ture, made possible through special 
steels, will bring power and progress 
into previously under-developed 
areas, opening new frontiers for 


modern day pioneers. 


Below: inside the cab of the truck 
and trailer of 1975, the driver and 
his relief man will have every possi- 
ble safety device, including the TV 
screens which reveal scenes at sides 
and rear of the vehicle. 
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Leading authorities in nutrition, marketing, production and 
research discussed and visualized key problems facing the 
food industry at the National Food Conference which opened 


Swift's Centennial Year last March. 











A 100th Birthday Observance That Looks Ahead As 


Cwilt Dedicates Centennial to Service 


High-Level National Food Conference Reviews Nation’s Nutritional Needs 


Hosts at the National Food Conference were John 
Holmes, Chairman of the Board (left) and Porter 
M. Jarvis, President of Swift & Co. (right) shown 
with General Charles E. Bolte, U. S. 





om 


to Initiate Eventful Year Devoted to Better Consumer Service and Sales 


HIS IS the Centennial Year of 

Swift & Company. 100 years 

after Gustavus Franklin Swift, 
as a lad of 16, dressed his first 
heifer back on Cape Cod, the little 
red wagon from which he peddled 
the fresh meat to his neighbors has 
grown into a fleet of 15,000 cars, 
trucks and refrigerator cars serving 
the nation. 

Today, the operations of Swift & 
Company cover all 48 states, its 545 
plants and sales units from coast to 
coast employ 78,000 persons and 
its sales for the past four 
have exceeded $2.5 billion annually. 
“Stave” Swift's heifer 
deal was not only the beginning of 


years 
celebrated 
a career ... it launched a business 
which is really many businesses sup- 
plying not only a wide variety of 
meat products for the 


table, but dairy foods, poultry, fats 
and oils. 


American 


Active Interest in Nutrition 
The dominant theme throughout 
the recent years of Swift’s growth 
has been the company’s traditional 
interest in the science of nutrition. 
No industry has contributed more 


The primitive grocery store of a century ago is 
pictured in “The Miracle of Feeding America.” 





to the scientific knowledge and un- 
derstanding of food and its values 
than the meat industry. And, in 
keeping with its tradition, Swift & 
Company has been in the forefront 
of this activity. From that guiding 
interest and inspiration comes the 
theme of the Swift Centennial, “To 
Serve Your Family Better.” 

Food Conference Opens Program 

Chronologically, this Centennial 
year program began with one of its 
most important events, the National 
Food Conference. sponsored by 
Swift and held in Hollywood, 
Florida on March 3, 4 and 5. The 
Conference brought together leaders 
in food production, processing, dis- 
tribution and nutrition. In the words 
of John Holmes, Chairman of the 
Board of Swift, its purpose was to 
“bring together top leaders in the 
food field for discussion of prob- 
lems confronting the industry.” 

“Today, the discoveries of science 
extend into every field of endeavor,” 
Mr. Holmes said in his keynote ad- 
dress. “The patterns of marketing 
are constantly shifting and expand- 


ing in line with the remarkable 
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Steve Adams (Robert Hutton) tells Papa Gordon 
(Emery Parnell) facts about nutrition research. 


growth in population, production 
and national income.” 

The lead-off program of the Con- 
ference, on the theme “Nutrition Is 
Our Business,” brought together 
such leaders as Dr. W. H. Sebrell, 
Jr., director of the National In- 
stitutes of Public Health; Dr. 
Frederick J. Stare, head of the De- 
partment of Nutrition, School of 
Public Health, Harvard University; 
Dr. T. D. Spies, director of the In- 
stitute of Human Nutrition, North- 
western University; and Dr. L. A. 
Maynard, Chairman of the Food 
and Nutrition Board, National Re- 
search Council. 


Discuss Problems of Production 

A program on food production 
and processing, with Porter M. Jar- 
vis, President of Swift as Chairman. 
brought together such people as G. 
Norman Winder, Chairman of the 
National Livestock & Meat Board; 
Dr. Don Paarlberg, assistant to the 
LU. S. Secretary of Agriculture and 
Charles Vantress, Vice-President of 
the National Broiler Council. 

Another segment of this Confer- 
ence took up the subject of better 
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marketing, led by Harold E. Wil- 
son, Vice-President of Swift. Speak- 
ing on “Food and the Military” was 
General Charles E. Bolte, Vice Chief 
of Staff, U. S. Army. Elmo Roper, 
noted analyst, discussed “Eating 
Habits of the American People.” 
Marion Harper, Jr., President of 
McCann-Erickson, Inc., spoke on 
“The Era of Reason” and A. C. 
Nielson, Jr., marketing expert, diag- 
nosed “Buying Habits.” 

Following the vibrant, useful pat- 
terns set by those who contributed 
to the success of the National Food 
Conference, the Swift Centennial 
program avoided the usual Centen- 
nial observance tradition of “living 
with its past” and instead is actively 
concerned with the present and fu- 
ture. 


Film a Tribute to Retailers 


Its primary concern and, coinci- 
dentally, the title of its latest motion 
picture is “The Miracle of Feeding 
America.” Paying tribute to the re- 
iailers whom the company serves, 
The Miracle points out that “prog- 
ress in the food industry, wonderful 
as it is, doesn’t mean a thing until 
the food gets into the consumer’s 
shopping basket.” 

Distribution and retail merchan- 
dising are prime movers in this Cen- 
tennial year for Swift. All across 
the country, in key cities from coast 
to coast, the Centennial program 
has moved thinking toward the job 
being done in getting better food to 
the consumers, more efficient mar- 
keting and promotional efforts, and 
consumer recognition of what is be- 
ing done by the food industry to 
make food more plentiful and less 
costly. 


Caravan Tours the Nation 


Bringing the retailer the story of 
his role in The Miracle of Feeding 
America was the mission of Swift's 
mobile Merchandising Caravan. The 
Caravan, a dual trailer-truck “meet- 
ing hall on wheels,” will have visited 
over 100 major cities this year. 

Within its comfortable, though 
concentrated area, dealers meet with 
a Swift merchandising team, view 
wide-screen visualizations on new 
products and better retail selling 
techniques. Utilizing such additional 
tools as magnetic boards, illustrated 


Other featured players in “The Miracle” are Lyle 
Talbot and Carla Belinda (right) as Janie Adams. 















panels and short dramatic skits, the 
Caravan gets down to practical cash- 
register economics in presenting 
ideas and information for retailers. 

Each Caravan unit is a self-con- 
tained, highly mobile group of ve- 
hicles, consisting of two huge trucks 
and a station wagon. Air-condi- 
tioned and equipped with their own 
light plants, the trucks are literally 
carrying the Centennial story to 
every corner of the nation. 


Martha Logan Cooking Schools 

While the Merchandising Caravan 
is helping the retailers, Swift-con- 
ducted Cooking Schools are visiting 
114 cities from coast to coast, bring- 
ing housewives the recipes for a host 
of dishes and ways of preparing 
meats both tastefully and economi- 
cally. 

Here, again, the retailer is an in- 


cities during 39 weeks of the year. 

The Heidt show reached a very 
large audience via the living room 
screens, but a very important func- 
tion was also achieved in the days 
between the television shows when 
the “Show Wagon” held 132 per- 
formances in other towns and cities. 
Talent auditions for the regular tele- 
casts were promoted through food 
dealer store promotions; Heidt 
crews went into these 132 locations 
six weeks in advance to help arrange 
for special merchandising tie-ins. 

Heidt’s arrival in these towns al- 
most always was the occasion for a 
colorful parade. Following the open 
convertibles carrying the maestro 
and his cast was a replica of the 
original Swift “Red Wagon” and a 
line of Swift salesmen’s red coupes, 
many of them carrying large mock- 
ups of familiar food items. 





Good merchandising tie-ins and colorful local parades marked the 132 per- 
formances of the Horace Heidt “Show Wagon” troupe, sponsored by Swift & 
Company on television for 39 weeks this year. 


tegral part of the Centennial pro- 
gram for tickets to the well-attended 
Schools are distributed through 
food stores in these cities. There are 
actually three Cooking School units 
in the field, serving Eastern, Mid- 
western and Western areas and the 
well-known Swift home economist 
“Martha Logan” is mistress of cere- 
monies at each of them. A tie-in 
with General Electric appliances 
broadened the scope and interest of 
the Schools which are generally held 
in the largest auditoriums available 
in each of the cities visited. 

Through the use of the Vu-Graph 
overhead projector, food dishes are 
visualized concurrently with the 
preparation on the stage so that they 
are clearly seen from the most re- 
mote corners of the hall. 


Heidt Merchandising Tie-Ins 
Another interesting facet of 
Swift's promotional campaign was 
the Horace Heidt “Show Wagon” 
program, telecast from 28 major 
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The Saturday night telecasts (via 
NBC) were a weekly climax to a 
hard-working and most successful 
merchandising campaign through 
each of the preceding weekdays. 

The Miracle of Feeding America 
film helped to knit together the 
whole theme of the Centennial year. 
Premiered on May 2 before a huge 
audience of delegates to the annual 
Super Market Institute convention, 


held in Cleveland, The Miracle re- 
















Well-filled audiences of housewives are attending the Swift-sponsored “Martha 
Logan Cooking Schools” held from coast-to-coast during this Centennial Year. 


membered the men who have in- to human older 
vested a lifetime of experience in the 
job of feeding America. 

Filmed in Eastman Color by 
Wilding Picture Productions, Inc., it 
was projected in wide-screen for the —_ century. 
premiere. Four Hollywood profes- road in 
sionals, Robert Hutton, Lyle Talbot, 
Emery Parnell and Carla Belinda, 
play the leading parts. Much of the 
action takes place in a food store. 

Steve, played by Robert Hutton, 
is a young professor of nutrition 
who must convince his hard-headed, 
practical father-in-law that research 
and education are just as important 


progress as the 
man’s manufacturing business. 
To help prove his argument, Steve 
(via adroit flashback scenes) takes 
the viewer on a tour of the past 
from a sandy Cape Cod 
1855 to the well-stocked 
shelves of a 1955 model food store. 
It takes a lot of doing, but Steve 
finally makes his wife's father see 
that there is more to the food busi- 
ness than appears on the surface . . . 
that the future welfare of our nation 
depends on how well we are able to 


feed Americans in the years to come. 
te BS ee 


Retail salesmen get 

the benefits of 

modern merchandising 
techniques as shown 

via Swift's mobile 
Merchandising Caravan 
now touring more 

than 100 cities from 
Maine to California... 





Ste ve yroves that feeding Ame I ica is 
ol 
miracle . 


a modern 


The film is being given the widest 
possible distribution through Ideal 
Pictures Corporation and through 
the encouragement and cooperation 
of local Swift employees who may 


book club, 


showings. 


lodge and community 


A 27-minute version of an historic 
Swift film, The Red Wagon was also 
especially 
showings during the Centennial. 9 


prepared for consumer 
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The oil industry's latest PR film was promoted via this useful two-fold 
envelope enclosure which listed sources of this and other films. 


Printed PR Tools from American Petroleum Institute 
Helped Promote Industry During Oil Progress Week 


A cutout kit was 
designed especially 
for distribution as a 
souvenir of 1955 Oil 
Progress Week. Kit 
enables youngsters 
to build an exhibit of 
modern oil industry 
installations. Sup- 
plied for distribution 
at open-house pro- 
grams, community 
meetings, schools. 
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(Right) This 6-page dealer promo- 
tion folder gave a check-list of 
what the service station dealer 
could do to participate in Oil Prog- 
ress Week in his interest. 





























Building 
With 
OIL 


Window posters, 
pump island banners 
and bumper strips 
carrying the slogan 
“Oil Serves You” 
were available for 
companies, stations, 


to use this fall. 



























































who’ me? 


(Left) The complete program of 
Oil Progress Week, with an inven- 
tory of all materials available plus 
a handy order form supplied a 
master guide for all petroleum 
companies. 











HE SHAPE of the future, 
which has intrigued the National 
Association of Manufacturers 
(see page 26) and the U.S. Chamber 
of Commerce (on page 33) also in- 
augurated this year’s observance of 
Oil Progress Week on October 9 
when a special one-hour live pro- 
gram entitled 1976 provided nation- 
wide television viewers with a look 
at life in the U.S. 21 years hence. 
The main course of Oil Progress 
Week will be served by a new mo- 
tion picture Barrel Number One and 
by a number of other public rela- 
tions tools approved by the OIIC. 
The petroleum industry now has 
a growing library of films, including 
such titles as The Story of Colonel 
Drake, American Frontier, 24 Hours 
of Progress, Man on the Land, and 
Crossroads, U.S.A. 


“Barrel Number One” Previewed 

Sponsor: American Petroleum In- 
stitute. 

Title: Barrel Number One. 29 min. 
b/w, produced by Apex Film 
Corp., planned and supervised by 
Film Counselors. Inc. 

* In the lingo of modern high fidel- 

ity recording technique there is a 

which 

the art of recording sound so the 


word “presence” means 
listener feels he is actually there. 
Whereas a few years ago recording 
was largely done in acoustically 
dead rooms, with no echo and with 
many microphones to insure exact 
“pure” tones from each instrument, 
most modern recordings are made 
to achieve “presence,” using a sin- 
gle mike and striving for as authen- 
tic a “concert hall echo” as pos- 


sible. It may not be “perfect” 







































Drillers begin “making the hole.” The drill 
may prowl thousands of feet into the earth 
before oil is found. (A scene from “Barrel 
Number One.) 


(il Industry Reports on Progress 


Eighth Annual Observance of Oil Progress Week 
Steps Up Film Showings; Premiere “Barrel No. 1” 









sound, but it is truer to most listen- 
ers’ ears. 

This viewer thought of “pres- 
ence” in seeing the new API film, 
Barrel Number One. The one not- 
able thing the picture lacked was 
presence. Although made “like” a 
documentary, the feeling of being 
there when things took place was 
absent. Scenes were too purely lit. 
the actors too well made up—West- 
more rather than real oil and mud. 
Compared to API’s exciting film on 
the Williston Basin of two years 
ago. which rang true in every re- 
spect, Barrel Number One seemed 
to be made with the exact same 
technique and feeling that goes 
into the Ann Sothern television 
show—skilled, slick and too obvious 
make-believe. 


Reaction to Familiar Types? 


\ film of this type misses the 
mark when every oil worker looks 
like someone you've seen on tele- 
vision the night before. The viewer 
keeps looking for players like Tully 
Marshall and Jason Robards to 
show and complete the sense of un- 
reality. 

Despite these reservations, Bar- 
rel Number One is a straightfor- 
ward story picturing the hazards 
of searching for oil and bringing 
it into production. Step by step, the 
picture shows how “Barrel Number 
One” is found, and then follows that 
barrel through pipe lines and tank- 
ers to refineries and finally through 
market places to the consumer. 

The story is narrated by the 
various people who work in oil 
the geologists and explorers, the 
drillers and producers, transport- 
ers, marketers and researchers. Em- 
phasis is placed on the many tal- 
ents, trades, and types of people 
needed to keep this nation abund- 
antly supplied with petroleum prod- 
ucts. 


Good Sequences on Operations 


Barrel Number One was filmed 
on location in various sections of 
the country. Smoothly executed, it 
contains many fine pictorial scenes 
of oil installations and develop- 
ments. 

Like other API motion pictures. 
Barrel Number One has been de- 
signed for industrial and public 
use. It is suitable for general audi- 
ences of all age groups, and is ex- 
pected to be useful for schools. 
and for oil companies in their train- 
ing programs. Wh 
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Above: illustrated map of Disneyland shows 
location of American Motors’ Circarama (above); 
Richfield exhibit (top) and Trans-World’s rocket ship. 
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Techniques at Disney's 





OMORROWLAND — a section of the fabled 

Disneyland — is attracting thousands of 

people daily for a preview of what our world 
will be like in 1986. Helping these visitors meet 
their Tomorrowland futures more than half way 
are some of the most unique motion picture 
exhibition techniques developed in recent years. 

At three of Tomorrowland’s key exhibits, vis- 
itors will be surrounded by. motion pictures, pro- 
jected into space with their help and taken 
thousands of feet below the surface of the earth. 

Each a major technical achievement in its 
own right, these show-stopping exhibits are: 

Circarama, developed for and sponsored by 
American Motors. Using 11 projectors, this ex- 
hibition completely fills a mammoth circular 
screen with motion pictures which show simul- 
taneously where you are, where you are going 
and where you have been. 

The Trip to the Moon, conducted by Trans 
World Airlines. Seated in a theater built to 
represent a passenger rocket 30 years from now, 
visitors will preview lunar travel with the aid 
of movies projected into the rocket’s “scanners.” 

The Richfield Oil Corporation presents a 
capsule-size history of the world’s geophysical 


= =z SSS sees a neer a Th as SETTIE AD UBS BS DIE ELLES IEE 


A ‘ 
h 


development and then takes viewers beneath the 
earth for a peak at how oil is produced. The 
subterranean sequences are projected on a fiber- 
glass dome movie screen shaped roughly like a 
quarter of a watermelon to give the effect of 
the massiveness and distances involved in the 
project. These activities have been carefully 
balanced to contribute to the experience of visit- 
ing the world’s most fabulous playground — 
Disneyland. 

Tomorrowland is one of five major Disneyland 
sections. It lies just to the east of the Plaza, 
central point in the 160-acre, Anaheim, Calif., 
park, Other sections are: 

Main Street, U.S.A., an authentic re-creation 
of a small town center of about 1900. 

Adventureland, made up to look like a tropical 
African bazaar, complete with a ride on African 
Queen type boats chugging around one of Dis- 
neyland’s rivers. 

Frontierland, where visitors go back to a west- 
ern-style town of 100 years ago with attractions 
like the Davy Crockett Museum and a ride on 
the Mark Twain, an authentic model of a stern- 
wheel Mississippi River boat. 

Fantasyland, dominated by the huge, Snow 
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* American Motors presents CIRCARAMA 
Colorful Travel Adventure “‘In the Round 


* The Richfield Oil Corporation Shows 


You the Story of ‘The World Beneath Us 


* Trans World Airlines Previews Lunar 


Space Travel With “A Trip to the Moon 


White Castle and residing place for characters 
from Peter Pan, for Flying Elephauts, Mr. Toad 
and Snow White and the Seven Dwarfs. 
Through the whole operation is a careful 
balance between physical and intellectual exper- 
ience — of doing things and of learning things. 
Tomorrowland illustrates this pattern well. In 
addition to its theater presentation, for example, 
Richfield Oil runs one of the most popular rides 
on the grounds — the Autopia. Laid out on the 
pattern of a futuristic superhighway, this ride 
gives kids and their dads a chance to wheel 
gasoline operated model sports cars under real- 
istic conditions, but at top speeds of 11 mph. 
Also close by is a speed boat ride, run on a 
specially created river with boats adapted from 
proven ultra-modern racing hulls. Ly 
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CIRCARAMA 


American Motors’ Circular Screen 


Presents “A Tour of the West’ 


entertainment in Tomorrowland is so del- 

icate that at times they seem to overlap. 
This feeling was pointed out in a New York 
Times review of Circarama two weeks before 
Disneyland opened. Written by Times Hollywood 
correspondent Thomas M. Pryor, this article 
said in part: 


TT: BALANCE of physical and _ intellectual 


“For the most startling innovation in movie 
presentation, one will have to visit Disneyland 
.. » Walt Disney and the Eastman Kodak Com- 
pany have hit upon the ultimate in audience 
participation or envelopment, via a 360-degree 
screen ... The effect of viéwing a motion pic- 
ture that is going on all around you is fan- 
tastic. Particularly overpowering is the sense 
of motion, or moving with the picture.” 

A more thorough description of Circarama 
will serve as the best starting point in a descrip- 
tion of the basic ideas and accomplishments of 
the three Tomorrowland shows. This is largely 
because Circarama called for technical research 
on synchronization which has been applied in 
all three exhibitions. 

The original idea behind Circarama is fairly 
obvious. Bigger and wider screens are the un- 
mistakable trend of movie presentation. The best 
way to predict the future of movie presentation 
then, was to go to the end of the line the 
widest possible screen is a complete circle. 

The idea was thought out far enough to estab- 
lish its feasibility and turned over to a Disney 
development crew. Heading production of Cir- 
carama for Walt Disney Productions was Will- 
iam H. Anderson. Direction was under Peter 
Ellenshaw, with Roger Broggie acting as techni- 
cal adviser and Russ Haverick as unit manager. 

With so many creative engineering and tech- 
nical problems to overcome, shooting the film 
was actually one of the easier parts of Circarama. 

Typical of how the medium was evolved is 
the decision to use 11 cameras and projectors. 
The original thinking and blueprinting for the 
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camera rig was in terms of 12 cameras, which 
would have been a nice, even division of the 
circular view. But, before going ahead with the 
shooting, the Disney crew felt it had better 
account for how Circarama would be projected. 

The initial plan on the projection technique 
was for a central gondola housing all 12 projec- 
tors. But, when it came to putting it down on 
paper, it became apparent that the thing wouldn’t 
work. Building specifications were already drawn 
for a screen 40 feet in diameter. Projection 
from the center of this circle would require 
lenses of such wide angle that the picture would 
be distorted. 

In mulling the thing over, someone came up 
with the suggestion for a “donut” arrangement, 
with a circular projection booth behind the 
screens and with the projection coming from 
between the screens. 

It had already been decided at this early 
stage to sidestep the problem of trying to dovetail 
the edges of projected images —a task which 
has cut seriously into the effectiveness of other 
multi-projector exhibitions. The Disney plan was 

and has remained — to set up six-inch strips 
between screens. The belief here is that there 
is so much to see that the strips will not prove 
distracting. The plan works out perfectly on 
action sequences. Even when the cameras are 
stationary, the strips are noticed only slightly. 

The idea of criss-crossing, between-the-screens 
projection, however, called for an odd number 
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Left: Circarama’s projection booth is behind the 
show's circular screen. Right: Circarama’s elec- 
tronic nerve center. The control panel at left sig- 
nals automatically when film breaks or bulb burns 
out on any of the projectorss Unit at right is the 
Kinevox magnetic sound reproducer. 
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of screens. When a series of quick calculations 
established that 15mm lenses on 11 16 mm 
cameras would cover 360 degrees of vision per- 
fectly, Circarama was ready to move from the 
drawing board to the machine shop. 

The next decision, on which camera to use, 
was fairly easy. One standard unit fit the specifi- 
cations of the job — the Eastman Cine-Kodak 
Special, a 16mm camera with a 200-foot pre- 
threaded magazine that facilitated quick reload- 
ing in the field. 


Setting Up the Circarama “Shooting Rig” 

The shooting rig itself was set up along these 
lines: 

Each camera is held in place on the circular 
platform by a special steel casting. The casting 
fits tightly around the base of the camera and 
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is secured to it by a bolt which fits the tripod 
receptacle. Three bolts machined into the casting 
fasten it to the platform at the rear of the camera 
and into the front face of the platform. 

Activation of the cameras is through a fitting 
onto each unit’s power takeoff crank and through 
a right angle gear box into the inside of the 
circular platform, which stands about a foot 
high. Beneath the right angle gear box is a shaft 
which drops down to an 18 volt DC motor. 
Fastened solidly to this shaft is a sprocket wheel. 

The sprocket wheels on all 11 drive shafts are 
linked by a single sprocket chain. Thus, regard- 
less of the action of any individual motors, the 
speed of all 11 units is linked in perfect, frame- 
for-frame coordination. In actual operation, it 
was found three of the 18 volt motors would 
turn the whole business. But this could not be 
determined at the time the rig was assembled, 
so the 11 motors were a safety factor. 

Master speed control for all cameras is 
through a tachometer which is also linked into 
the sprocket chain. This instrument allows for 
a full range of speed adjustments. Most Circa- 
rama sequences were shot at 24 frames per 
second, with one special scene done at eight 
frames per second to give the illusion of travel- 
ling down Wilshire Boulevard in Los Angeles 
at 90 mph. 

The final positioning of the cameras on the 
rig followed the same principle as cutting up a 
pie into equal slices. In this case, however, Circa- 
rama had to go out into an open field and 
perform exact positioning with the aid of a 
surveyor'’s transit. 

Most of the actual Circarama shooting was 
done with the rig fastened rigidly to the top of a 
Nash Rambler station wagon. Power was taken 
from batteries and activation of the cameras 
was from a push button control inside the car. 
One sequence was shot from a motor launch in 
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Balboa Harbor with the camera on the roof and 
controls inside the cabin. 


All shooting for Circarama was on Commer- 
cial Kodachrome, selected for the quality of its 
full-color contact prints. 


Exhibit Installation Was the Next Problem 


About the same time as the first Circarama film 
was being shot, Disney Productions were moving 
to delegate the headaches of setting up 11 pro- 
jectors and a separate sound system to operate 
in exact synchronization. With the opening date 
for Disneyland only a few months away at this 
point, the engineering facilities at the Disney 
Studios were far too overloaded to take on this 
phase of the work. The plan, therefore, was to 
line up an outside contractor who would under- 
take responsibility for engineering, installation, 


Below: the Circarama shooting rig in stripped 
down form during positioning of cameras on the 
mount. Right: Disney artist Peter Ellenshaw (kneel- 
ing) and Jack Whitman, cameraman, set up the 
Circarama camera battery on top of photo car. 





AS THE AUDIENCE VIEWS “‘CIRCARAMA” 


ences see colorful travel films projected on eleven 





From their central vantage point, Circarama audi- 


screens around entire circumference of the theater. 





operation and maintenance of the projection 
equipment for all three shows on a long range 
basis. 

This contract went to the Ralke Company of 
Los Angeles, audio-visual and photo dealers who 
have specialized in movie equipment since 1925. 
This appointment tied in well because Ralke 
is an Eastman Audio-Visual dealer and could 
supply the Eastman 16mm Model 25 Projectors 
which had been specified for these exhibits. 
William C. Ralke, head of the dealership, has 
personally supervised the work on the Disney- 
land installations. 














Synchronization an Engineering Feat 


Circarama’s projection synchronization was 
the most difficult single engineering job of the 
entire project. To handle this work, Ralke set 
up a subcontract with the Urban Engineering 
Company of Hollywood. The audio portion of 
this job was’ done by Kinevox, Inc., of Burbank, 
Calif. Kinevox also built the projection control 
panels for Circarama and the Trip to the Moon. 

The reasons behind the selection of the East- 






man Model 25 projectors for the Tomorrowland 
shows also serve to illustrate the engineering 
job involved in their adaptation. 

The Model 25 was picked because: 








































1) It is durable and precisely built, capable 
of standing up under the 12-hour-a-day, seven- 
day-a-week schedule on which Disneyland will 
run through the summers. Its use in television 
stations where many machines have exceeded 
5,000 bours of trouble-free service, with some 
exceeding 10,000 hours was proof of this. 

2) The Model 25 is equipped with special 
high efficiency 1,000 watt lamps and an optical 
system of exceptionally large ({/1.5) aperture. 
Maximum light output was necessary to bring 
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the 16mm image up to the 8 by 11 foot size of 

the Circarama screens. 
3) The Model 25 is easy on film. This was i 

important because of their 12-hour-per-day use. 


The job, then, was to build a control system 
which would tie the projectors and sound console 
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together in split-second, frame-for-frame sync. 

As the basis for coordinated operation, the 
Tomorrowland Model 25’s, as factory furnished, 
are driven by synchronous motors, which once 
they are started will remain in exact frame to 
frame phase under the precise control of the 
60 cycle frequency of the power system. 

Synchronous drive motors alone, however, are 
not enough to accomplish perfect linkage. Left 
on their own, they would not necessarily start or 
stop in precisely timed relation, one to another. 

The standard synchronous device for multi-unit 
operations in the movie industry is the Selsyn 
motor. This is a slave motor activated by a 
master unit. Movie studios use them commonly 
for jobs like synchronizing cameras with record- 
ing equipment. 


Selsyn Controls Worked Out by Experts 


The specific job of making the Selsyns control 
11 projectors and a sound reproducer fell 
squarely on J. C. Urban, head of Urban En- 
gineering, who worked in consultation with Dr. 
Edwin C. Fritts, a Kodak staff physicist. Dr. 
Fritts headed the design and development of the 
Model 25 in the Kodak laboratories. The first 
working prototype of the Circarama projectors 
was developed during a preliminary consultation 
for which Dr. Fritts flew to Los Angeles. At the 
close of this meeting, Ralke ordered delivery of 
the projectors and Urban and his staff proceeded 
to modify them. 

The biggest single problem in rigging the 
Selsyn system to the projectors arose from the 
unique structure of the Model 25. The mech- 
anism is divided into two elements — the inter- 
mittent with its own synchronous motor, and the 
sprocket-shutter system which runs uniformly, 
driven by a second synchronous motor. The 
Selsyn system is a product of General Electric. 

The problem was to assure that the Selsyn 
system will dominate the synchronous motors 
in starting, forcing them to “count frames to- 
gether” as they start, but also to assure that 
during running, wear-producing disturbances 
would not be reflected from the Selsyn system 
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into the projector mechanisms. This means that 
during running the Selsyn delivers no power to 
the projectors which as usual are driven by their 
own synchronous motors. Under such conditions 
of no load, a Selsyn system will often break into 
a condition of oscillation. It was necessary to 
devise a closely coupled interlock between the 
Selsyn and projector systems to suppress these 
oscillations and yet one which could be adjusted 
initially so that no power would flow between 
them once operating speed is attained. For this 
adjustment the Selsyn motor may be rotated in 
its mount. 

In actual presentations, this control system 
has proven it can bring the full 11-screen picture 
into alignment within one-and-a-half to two sec- 
onds after the show begins. This is long before 
the close of the introductory title sequences. 


Here’s Automation in an Exhibit Theatre 


An entirely different set of engineering prob- 
lems came with the assignment to set up the 
projectors so they would run consistently and 
automatically. 

The two most likely mechanical show stoppers, 
of course, are film breakage and burnt out bulbs. 
In Circarama’s round projection booth there 
would be no way for the one or two attendants 
to keep close enough visual track of the 11 pro- 
jectors and the sound console. So, special con- 
trols had to be ‘devised to handle these watch- 
dog jobs automatically. 

Circarama’s operator works at a central con- 
trol panel, starting the show with the pushing 
of a button. Just by watching his control board, 
he will know automatically when any of the 
units has burnt a bulb or broken its film. 

Guarding against film breakage is a micro- 
switch on each projector which rides over the 
film as it is wound back into the Busch continu- 
ous magazine. When the film breaks, the switch 
closes and turns the projector off instantly. 
Circarama will then complete its current showing 
on 10 projectors. 

In the meantime, a blue light comes up on 
the control panel and the attendant moves im- 
mediately to slip fresh film into the projector. 
Four to seven extra prints for each projector 
are kept on hand at all times. When the new 
film is in place, the operator resets the control 
panel by pressing a button next to the blue light. 

The control box, incidentally, is wired so that 
Circarama checks itself completely after each 
showing cycle. If all control checking circuits 
are not clear, the next show will not start. 

Protection against blown out lamps is through 
a unique device which keeps a fresh bulb as a 
spare at all times. The bulb is monitored by a 
relay designed especially for this job by Jack 
Urban. The coil of this relay carries the lamp 
current. When the lamp filament breaks, the 
current holding the relay stops. It snaps auto- 
matically to an alternate position, setting up a 
contact which carries current to a small motor 
mounted directly above it. 

The motor activates a gear train which re- 
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Left: This view of a Tomorrowland projector shows 
the Selsyn control installation. This is the large 
black unit in the foreground, linked by belt drive 
to the projector’s vertical driveshaft. The motor at 
left is projector's synchronous drive motor. 
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volves the rotary lamp housing. When the fresh 
bulb, which has been at the rear of the turntable, 
makes contact, the relay snaps back to its origi- 
nal position and stops the motor. In the mean- 
time, a bar at the top of the turntable has hit 
against a switch in the course of turning. This 
switch reverses the direction of the motor, so 
that it is ready to turn back again in replacing 
the next bulb. 

In the meantime, when the bulb burns out, a 
red light flashes on the control board. The at- 
tendant picks up a spare bulb then and replaces 
the burnt one. After the fresh bulb is in place, 
he resets the control panel, clearing the signals 
so the next show can start. 

Also wired into the central control panel is 
a monitor for the 35mm magnetic film running 
through the Kinevox sound reproducer. Circa- 
rama sound is recorded on four magnetic chan- 
nels. Sound was not synced with the shooting, 
since this is hardly ever necessary on a trav- 
elogue presentation. 

Circarama’s sound is carried through a bank 
of speakers mounted beneath each projector. This 
close tie-in between picture source and sound 
makes it possible either to fill the house with 
the sound by using all speakers or to give the 
sound a definite directional pattern through 


speaker selection. 


Installation of Circarama’s operating compon- 
ents was handled by the Altec Service Corpora- 
tion, also functioning under a contract with 
Ralke. Altec specializes in installation and main- 
tenance of motion picture equipment. In the 
continuing operation of all three Tomorrowland 
shows, Altec specialists carry out the preventive 
maintenance checks which insure smooth opera- 
tion. Four times a week, Altec technicians clean 
the projectors and sound equipment, make a 
timing check of its synchronization, test all tubes 
and timers, take instrument readings for sound 
and light qualities and check the focus of all 
projectors. 

The focal length at which Circarama is pro- 
jected is 1% inches, but leeway was needed to 
adjust the images exactly to each other and to 
their individual screens. This was accomplished 
by using variable focus Expanso lenses made up 
especially for the Model 25 projectors by the 
Pacific Optical Company. 


it's an Experience for the Audience 


From the public’s vantage point, Circarama 
generally registers as a somewhat awesome but 
pleasant experience. 

The screen itself is suspended and hanging 
free for more than 200 of its 360 degrees. Forty 
feet in diameter, it hangs approximately eight 
feet above the American Motors exhibit’s asphalt 
floor. The great bulk of the area of the exhibit 
is standing space from which to watch Circa- 
rama. Against the closed portion of the theater 
are softly lighted displays of Kelvinator ap- 
pliances. Around the open portion of the screen 
American Motors shows a sampling of its auto- 
mobiles. 

Standing and waiting for the show to start, 
the viewer gets the feeling of being in a tight 
little area. The huge screens, tilted slightly for- 
ward, seem to close in on the spectators. Then 
the show starts with the title projected on screen 
number one to show the audience which way is 
front. With the opening announcement, a line of 
Kelvinator appliances is presented: one on each 
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screen to give the audience the feeling of the 
medium. 

At the end of this introductory scene, the 
viewer has gotten the feeling that the screens 
have moved back to about twice their former dis- 
tance. Then there is a short presentation of the 
film’s tithe — A Tour of the West by Circarama. 
From there the scene shifts to the outdoors and 
the screens really seem to move back. 

Standing through more than a dozen Circa- 
rama presentations, a definite pattern of audience 
reaction unfolds. With the opening of the first 
sequence, a ride through fashionable Beverly 
Hills, a slow giggle seeps through the crowd — 
which averages about 300 persons. Spectators 
nudge the people beside them to point out that 
they can see the cars following them as well 
as those ahead and on either side. This first 
sequence, a nice gentle ride, is usually spent in 
rubber necking and getting the feel of the show. 

The Circarama camera then swings into Wil- 
shire Boulevard. This is where the cameras were 
slowed to eight frames per second. A siren sound 
effect helps give the illusion of tearing down 
the boulevard in a police car at 90 miles per 
hour. In the audience, people feel like they are 
falling over. Some close their eyes. Others put 
their hands to their heads. The experienced driv- 
ers in the crowd reach for imaginary brakes. 

Each sequence on The Tour of the West has 
its own effect. The majesty of Monument Valley, 
Utah, and the Grand Canyon has probably never 
been captured as realistically on film. In Las 
Vegas, viewers actually feel as though they are 
sharing the fun of “America’s Monte Carlo.” 

Circarama is a happy experience. This is just 
what is desired by executives of American 
Motors, who invested a reported $350,000 in 
developing the show. Their stake in Circarama is 
making friends who will eventually become cus- 
tomers for cars or appliances. ao 
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Richfield Shows Its Past and Future 
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HE RICHFIELD SHow, carrying the title 
4 ke World Beneath Us, uses two separate 

motion picture media —CinemaScope and 
the “underground” fiberglass dome show. 

The presentation is held in a modernistic 
theater which accommodates 125 people. As 
spectators file in, they see a wide, CinemaScope 
screen at the rear of the theater. In front of 
the screen, occupying the position which would 
normally be held by a stage, is a 40-foot wide 
diorama of the Los Angeles basin. 

The diorama is an authentic model on a one- 
inch-to-100-foot-scale. Its 840 square feet repre- 
sent 450 square miles of Southern California. 
The diorama was patterned accurately from 
some 100 aerial photographs taken especially 


to guide the technicians of the Dell Display 
Company, who put in some 8,000 man hours 
building the model. 

As with the other Tomorrowland shows, the 
movie presentation in the Richfield exhibit is on 
a highly automatic basis. Pressing a single but- 
ton starts the show and automatic timing controls 
do the rest. 

The first portion of the show is on the wide 
CinemaScope screen. In five minutes a cartoon, 
produced for Richfield by Disney Productions, 
tells a capsule-sized three-billion year geological 
history of the world. A full scale entertainment 
effort, this cartoon was turned out by crack 
Disney personnel, some of them with experience 
on such major works as Lady and the Tramp. 
The Disney people put months of library re- 
search into historic and geophysical study, One 
portion of the crew even went through & con- 
centrated two-week course in geology to pick up 
background for depicting underground forma- 
tions. The end result is made up of some 20,000 
drawings on 450 feet of 35mm film. : 

As the cartoon comes to a close, the electronic 
“brain” which runs the Richfield show automati- 
cally brings up the house lights and starts a 
recording in which the Diorama is described and 
the underground dome show is explained. Also 
automatically, the hydraulic hoist in the pit 
beneath the Diorama begins to rise. The “under- 
ground” illusion is helped by the fact that a 
section of the Diorama — a known oil producing 
section of the Long Beach area 
the dome. 

Directly beneath the surface of the Diorama’s 
land and above the domed screen is a battery of 
model underground oil and pumping equipment. 
Model oil well shafts emanating from this equip- 
ment spread out around and down into the dome. 

The dome comes into position at audience 
eye level. As the brief description of what it will 
do draws to a close, the house lights dim. The 


rises above 
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BEHIND THE SCENES AT THE RICHFIELD SHOW: 


(CONTINUED FROM THE PRECEDING PAGE) 
dome is spotlighted and its movie show begins. 

Probably the oddest shaped movie screen ever 
devised, the dome has a flat, half round face at 
the front, a vertical section of the dome. Thus, 
this front face is actually one of two adjoining 
screens. The second is spherical, completing a 
unit shaped something like a quarter of a water- 
melon. Overall, it is 10 feet wide, eight feet deep 
and four feet high. 

Projection into the domed screen was compli- 
cated about equally by its movement and its 
shape. With the screen moving up and down in 
its tight little well, there just wasn’t room for 
conventional projection facilities. So, the two 


Model 25 Projectors on which the seven-minute 
show is run had to be fastened right to the hoist 
structure by supporting arms. The two projectors 
are mounted one above the other. The upper 
projector throws its image on the forward face 
of the dome. Projection from the lower unit is 
reflected by a 110-inch mirror which throws the 
image upward onto the curved dome. 

Operationally, the projectors for the dome 
show operate exactly like those in Circarama. 
Selsyn controls interlock the images. Identical 
precautions are taken to guard against burnt 
bulbs and broken film. Sound for the Richfield 
movies, both with the CinemaScope cartoon and 
the dome show, is through optical tracks on the 
film itself. 

With the projectors for the dome shew 
fastened to the screen itself, it’s obvious that 
extreme wide angle lenses were a must. The 
projector casting the eight-foot wide image on 
the front screen is a scant 11 feet behind it. For 
the lower projectors, even with mirrored deflec- 
tion, a good portion of the domed screen is closer 
than ten feet. As with Circarama, this huge 
image spread called for maximum light output. 

Wide angle distortion, of course, was a movie 
maker’s nightmare. The artists at Kling Studios, 
Hollywood, where the dome show was produced, 
had to run tests in which they purposely dis- 
torted their drawings to come up with something 
that would look normal in projection. 


Within the context of the program, the open- 
ing cartoon sets the stage by telling what oil is 


SS. 2 oe 
Behind domed screen of the Richfield show are 
two Model 25 projectors mounted one above the 


other and fastened to hoist structure. 


HOW RICHFIELD SHOWS STORY OF OIL 


Left: a Disney cartoon on the wide Cinemascope 
screen briefs spectators in the Richfield theater on 
the world’s geological history. Below: this novel 
fiberglass dome screen gives the audience an ac- 
curate idea of how oil is produced—previews unit- 


ization, the oil production method of the future. 


and how it was created. Presented in the form of 
a lecture by the Disney character, Prof. Rich 
Field, the film traces the earth’s development 
from the time when it was a hot mass whirling 
through space through the evolution of man into 
the age where petroleum is a necessity of life. 


The Prof. Rich Field character is carried 
through the entire evolution sequence. In hu- 
morous but believable fantasy, he crops up as 
a stone age man, riding a bright red horse or 
perched on the forehead of a robin’s-egg-blue 
mastadon. 


After the cartoon has brought the history of 
oil through three billion years up to the present, 
the dome show takes over to predict what oil 
development of the future will be like. 


The oil field of the future, according to the 
Richfield presentation, will be developed under a 
unitized plan. Production will be aimed at re- 
covering the largest quantity of oil, with individ- 
ual interests subdued to the overall benefits from 
each oil pool. Projections representing a cross 
section of the earth demonstrate how unitization 
enables all producers virtually to double the yield 
of the same pool. Projected images are tied in 
with moving lights in the simulated wells to 
show how developers of a unitized field watch 
carefully the factors of salt water beneath the 
oil pool and gas above it. Both the gas and the 
water, it is explained, are needed to create the 
pressure which forces the oil to the surface. 


With a number of drillers working unrelatedly 
in the same pool, it is shown, the gas and water 
are dissipated too quickly and the field loses 
pressure. In the unitized field, gas and water 
are pumped back into the earth as needed to 
keep pressures up and oil flowing. Ge 
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Visitors to “Outer Space” 
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WA’s Fiicut To THE Moon is the only 
T one of the three film shows which operates | 

as a Disneyland “ride.” While admission 
is free to the other two, a trip in either of the 
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sengers’ tickets and ushers them into a ready 
area to prepare for their flight. 

While passengers are waiting to board the 
rockets, they watch an overhead screen which 


The “briefing” is a 15-minute film projected 


two “space ships” costs fifty cents for adults an ‘ee them a “televised” briefing on space travel. 


This is not to suggest TWA is trying to run 
money-making proposition. The admissions are 
the property of the Disneyland management, g6- 
ing toward offsetting the tremendous cost of 
building the complex exhibit. TWA’s motive, as 
with the other exhibitors, is sound institutional 
promotion. 

Reminiscent in its contours of the trylon and 
perisphere which symbolized the New York 
World’s Fair, the TWA exhibit is one of the 
dominant landmarks of Disneyland. 

Directly in front of the domed space theaters 
is a 76-foot high rocket-ship-shaped pylon. Serv- 
ing a symbolic function only, this model recket 
took 5,000 hours to build. Some 15,000 square 
feet of *%-inch aluminum plating were needed to * 
cover the towering pylon. 

Behind the pylon is a ticket window. Thi is 
presided over by a gentleman in a space unifgrm 
which TWA officials consider a feasible prpjec- 
tion of the flying uniforms of 1986. ' 

Another space suit clad young man takes pas- 


EXHIBITION TECHNIQUES 


from the rear by one of the Trip to the Moon’s 
five Model 25’s. The filming, done by Disney 
Productions, is a three way combination of pho- 
Weraphy of live actors portraying space ship 
chews, photography of models of rockets and 
planets and animation. Presided over by a man 
in a TWA captain’s uniform, the briefing offers 
a short history of space travel documented by 
demonsirations of how it’s done. 

The waiting room film runs 15 minutes. Its 
showings are timed to coincide with the presen- 
tations in the two theaters. The theater shows 
themselves run eight-and-a-half minutes. Allow- 
ing for filling and emptying the theater, each 
theater averages four shows an hour. Activities 
between the theaters and waiting room are syn- 
chronized so that when the “TV” film shows a 
rogket has landed and passengers are disembark- 
ing people actually do walk down the runway 
frdin one of the two theaters. 

s the audience files into one of the TWA 
theaters, they are shown to seats and made com- 
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The pictures show (top left) spectators previewing 
rocket travel as they wait to enter the space thea- 
ter. Below: the inside of one of TWA’s space ship 
theaters; films are projected on the circular screen 
below. The center diagram shows the details. 
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Above: TWA’‘s 76-foot high rocket shaped pylon 
towers over the exhibit area. 


Below: projectors serve both lower and upper 
scanners of the space ship theaters utilizing mir- 
rors as shown in the diagram on preceding page. 
Note Selsyn controls and bulb reversing mecho- 
nisms on projector. 
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SPACE THEATERS 


(CONTINUED FROM THE PRECEDING PAGE) 


fortable by TWA hostesses. The entire bearing 
of the theater, from molded metal seats to the 
hostesses uniforms is in futuristic design. 

Each theater seats 102 persons. Seats are ar- 
ranged in three circular tiers around the ship’s 
space scanners. One of the scanners is located in 
the floor of the theater, the other overhead. 


You Really Feel This Trip in Space 


The trip is accomplished through synchronized 
motion picture projection in the two scanners 
plus an assortment of sound effects—realistic 
enough literally to shake spectators by the seat 
of their pants. 

Projection is started when the stewardess wel- 
comes the passengers, makes sure everybody is 
set, and pushes a control button. 

The narrator introduces himself as a TWA cap- 
tain. He explains that the first 42 seconds of 
flight will be too noisy for conversation due to 
the rushing tail blast. After that, the ship will 
pass the speed of sound and gain steadily until 
it reaches a maximum velocity of 38 miles per 
second. 

During the initial remarks and throughout the 
show, background sound effects add a continuing 
realistic touch. During the early stages, the audi- 
ence hears the radio from the tower. Then it is 
the terrific sound of the blast off, radio bearing 
signals and rocket thrusts. The sound effects con- 
tinue in seemingly natural sequence, while the 
captain, acting as though they are normal occur- 
rences, carries on his narration of the flight. 

The captain counts the seconds to blast off. 
The roar of the rockets swells through the room. 
Simultaneously, passengers feel the vibrations of 
motion in their seats. This effect is created 
through an air motor which rattles the specially- 
arranged tiers to which the seats are fastened. 


Outer Space Looms as Earth Recedes 


Looking at the lower scanner, the passengers 
see the rocket’s flames and the receding Southern 
California coast line. In the upper scanner, they 
can watch the progress through layers of clouds 
and into the outer atmosphere. 

The narrator explains that at the halfway point 
to the moon the rocket has reached its 38 miles 
per second speed and is 119,000 miles above the 
earth. Passengers have already seen a space sta- 
tion circling the earth and had a close up look 
at Halley’s comet. 

Now, the captain explains it is necessary to 
brake this tremendous speed or the ship might 
hurtle indefinitely into space and be ‘ost forever. 
To illustrate the braking maneuver, the upper 
scanner focuses on a sister space ship. The ship 
in the scanner then does an end-over-end flip, 
reversing its direction so that the rockets can be 
brought into position for use as brakes. Then, the 
captain explains, his ship will now execute the 
same maneuver. Both scanners become a mass 
of whirling stars and, in exactly three seconds, 
the moon appears in the lower scanner and the 
earth in the upper one. Realism is added with 
an air motor vibration to indicate the rockets 
being turned on. 

Highlight of the trip is the circling of the 
moon for a close up look at its surface. This is 


done with film sequences made from a sculptured 
model of what two leading experts think the 
moon looks like. Dr. Wernher von Braun and 
Willy Ley, both leading rocket and astronomical 
experts, acted as advisers to the Disney techni- 
cians who created this show. The effects, includ- 
ing the replica of the moon, are based on their 
most current knowledge of actual conditions. The 
lighted side of the moon is first seen. The un- 
lighted side is momentarily illuminated by flares 
projected from the rocket. The audience hears 
the captain call for the flares and they are first 
seen passing across the screen and then the 
moon’s surface is seen briefly lighted. 

On the return trip, the now-seasoned space 
travelers take the turnover and approach to earth 
in routine fashion, landing and disembarking 
eight-and-a-half minutes after blast off. 


How the Projection System Operates 


Projection for this show is from a room on 
the outside of the circular corridor which rings 
the theater. Again the two projectors are syn- 
chronized in the same fashion as those in Circa- 
rama and the Richfield show. In this, as well as 
in the other two theaters, there is a fully-equipped 
spare projector which can be put into use in less 
than five minutes in case of mechanical difficulty. 

The Moon projectors direct their images onto 
the scanner screens through mirrors — one lo- 
cated beneath the floor of the theater, the other 
above its ceiling. At this writing, the Moon show 
was run with conventional film reels. There were 
three shows on each of the trip reels, so that 
rewinding had to be done only after every three 
presentations. However, Busch continuous maga- 
zines for all projectors in this show were already 
on order. , 

With the Moon show, there was a problem sim- 
ilar to Circarama, since projection is from three 
levels and the projectionist cannot see the ma- 
chines all the time. This show, therefore, has a 
control panel very similar to the one set up in 
Circarama. Both the control panel and the sound 
consoles for this exhibit were provided by Kine- 
vox. The Model 25 projectors for all three shows 
were modified identically by Urban Engineering. 


Split-second Timing Makes It Effective 


Still another master control—this one tieing in 
the movie and sound operation with the seat 
shaking and other special effects— was con- 
structed at the Disney Studios. Without this split- 
second electronic timing, of course, the effective- 
ness of the show would be lost. 

The big payoff in TWA’s sponsorship of the 
Moon trip comes with the closing line of the 
narration, when the pilot tells the audience he 
hopes they enjoyed their trip and that they will 
be flying with TWA again soon. This message 
will be delivered personally to an estimated 8,000 
people a day when the Trip to the Moon exhibit 
is operating at capacity. Most of those who don’t 
get this message personally will read about it or 
hear it via TWA’s strong national advertising 
program tieing in with its Disneyland presenta- 
tion. 

After watching these three shows in Disney’s 
land of 1986, the natural conclusion almost draws 
itself: Motion pictures have a great future. & 
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VALID RESEARCH AND SOUND STATISTICAL DATA ON AUDIENCES CAN INCREASE SPONSOR PARTICIPATION IN THE FILM MEDIUM 


Measuring the Sponsored Film Audience 


Now Reaching Audiences Upwards of 50 Million, the Sponsored Film Medium 


Merits Continuing Research on Viewer Size and Character to Guide Its Future 


PONSORED FILM RESULTS 
~ are most tangibly measured in 

the numbers of persons now 
seeing these pictures through well- 
developed channels of distribution 
and by growing evidence of active 
response among these influential 
audiences. Reaching the total audi- 
ence most efficiently entails such 
considerations as the cost-per-person 
viewing the film, most efficient use 
of available print supply, reach- 
ing maximum effectiveness in the 
shortest space of time and, finally, 
the condition of each film print as it 
reaches the critical stage of projec- 
tion before its ultimate individual 
target audience. 

Beyond these factors, however, 
are those important facts which re- 
veal the SIZE and NATURE of seg- 
ments of the sponsored film audi- 
ence, particularly in the broader 
area of institutional, public relations 
and general informational pictures. 
Films like these are presently achiev- 
ing audiences upwards of 50 million 
persons during their useful life 
span; audiences of 10, 20 and 30 
million are coming into the records 
on other specific films in current 
circulation. 

Who Is In the Audience? 


Obviously, the sponsored film is 
getting to the people for whom it 
is intended. The nature of that 
audience, served by hundreds of 
thousands of 16mm sound project- 
ors now owned by schools, church- 
es, lodges, unions, factories, rural 
groups and similar organizations, 
bears a closer look. It is also view- 
ing sponsored motion pictures 
through equally important channels 
such as theatres, television and rural 


prospective sponsors of films. Some 
qualitative study has been under- 
taken through such organizations as 
Schwerin, working with test audi- 
ences on reactions to film content 
for such clients as American Tele- 
phone & Telegraph. 

The recent studies by Sindlinger 
on behalf of the theatre advertising 
film makers have provided useful 
clues on response to sight/sound 
promotion through this type of 
theatrical screen advertising. Fur- 
ther research showing the selling ef- 
fectiveness of these potent playlets 
would be indicated by the success of 
the initial venture, as was done by 
National Carbon on Eveready bat- 
tery sales some years ago. 


IBM Analysis of Audiences 

The adoption several years ago of 
IBM equipment for the accurate 
calculation of audience data by 
Modern Talking Picture Service, 
Inc. was the predecessor to another 
large step forward in the measure- 
ment of the rapidly-growing spon- 
sored film audience. Handling hun- 
dreds of thousands of bookings for 
well over 200 sponsors each month, 
Modern’s regional network of film 
exchanges now “covers” the coun- 
try through 28 key cities from coast 
to coast. 

In the past two years, for exam- 


picture bookings of Modern 


Geographical Balance of 16mm. Distribution 


This interesting tabulation shows how 16mm sound motion 
Talking Picture Service, Inc. 
are closely related to projector ownership, to population 
percentages and further verified by Curtis Publishing Com- 
pany “Units” used in magazine reference studies.* 


ple, Modern has located and classi- 
fied more than 43,000 new projector 
equipped adult audiences. Deter- 
mining audience interests and needs 
has been a regular part of the net- 
work’s convention exhibit activity 
and its local exchanges perform the 
same kind of “preference” research 
in their informal “over-the-counter” 
interviews with film users. Many 
sponsors have based new films on 
Modern’s special IBM analyses of 
their existing programs. 


A First Pilot Assignment 

The recent establishment of a 
Research Department and the un- 
veiling of a first broad study of 
audience practice as its first pilot 
assignment is Modern’s answer to 
a great and growing need of the 
sponsor and producer for accurate 
data on which to base present and 
future program assignments. This 
first big step involved a “Study of 
Sponsored Film Utilization — in 
United States High Schools.” 

The high school study was under- 
taken by an independent market re- 
search firm, John T. Fosdick Asso- 
ciates. It took more than five 
months to complete and its cost (in 
excess of $15,000) is a valid clue 
to the serious interest which Mod- 
ern holds for organized audience 
research and the responsibility this 


distributor feels toward the broad 
goals of the medium. 


Importance of Youth Market 


The tremendous forward surge of 
our youth population now crowding 
the nation’s classrooms is of obvious 
economic and social importance to 
the nation. Their present direct in- 
fluence on purchases and family 
habits, their attitudes toward free 
enterprise, the behavior patterns be- 
ing set during formative years—all 
of these are vitually significant to 
the sponsor. 

For it is also coincidental that the 
secondary ownership of 
l6mm sound projection equipment 
makes it one of the most accessible 
fields for sponsored films which gen- 
uinely serve educational needs. 


school 


Geographical distribution, age 
group, film handling and procure- 
ment personnel and the general 
knowledge of high school people 
about the values and problems per- 
taining to films make the secondary 
schools an excellent 
soundly-conceived 


choice for a 
and accurately 
tabulated survey of sponsored film 


usage. 
Let’s Have Further Research 


BUSINESS SCREEN reviews the Fos- 
dick study with the fervent hope 
that it is only the first of many use- 
ful chapters in the overall “book of 
knowledge” which can be so widely 
useful to the film medium. Well 
aware that its statistical progress 
has been tremendous in these post- 
war years, we agree that the inter- 
pretation of this audience potential 
is long overdue. Nobody has a copy- 
right on the broad idea of sound 


: % of MIPS Curtis research into any phase of this me- 
roadshow operations. AREAS E St aan ‘ ee: Res Am dium, all it takes is the recognition 
Through all of these well-devel- ; be 7 6 , 5 7 of the responsibility by the princi- 
oped channels, it represents a vir- aan ang and arcs . pals most directly concerned and 
tual cross-section of Americans, Middle Atlantic ...... 19 ses = a si the adequate funds to carry out such 
young and old, who are (or soon East North Central... 26 26 20 25 22 projects with sufficient personnel, 
will) influence the business and West North Central. 14 15 9 W 12 sufhcient samples, and capable re- 
political affairs of the nation. The South Atlantic _........ 11 9 14 10 W search organizations and individ 
l6mm audience, specifically, repre- Gut South Comal. 6 5 8 5 ndlle: 
ones that phenomenon we call West South Central. 8 7 10 7 8 As Modern’s recently-formed Re- 
ee ee ea) ke ee search Department neared the com- 
and community affairs. ee 7 10 10 13 12 pletion of the high school study, 





another project on sponsored film 
use via television was well under 
way. An adult audience survey is 
also planned “for the near future.” 


Some Approaches to Research 
Closer study of this audience has 
long interested both active and 


*The above analysis is based on a study of more than 115,000 audience 
groups and a breakdown of 600,000 Modern bookings of sponsored free 
films during a recent 6-month period. 











NUMBER 6 + VOLUME 16 + 1955 45 











STUDY OF 


SPONSORED FILM 


UTILIZATION 





IN UNITED STATES HIGH SCHOOLS 


IX SPECIFIC GOALS were set 

>) up for the “Study of Sponsored 
Film Utilization in United 

States High Schools” prepared for 
Modern Talking Picture Service, 
Inc. by John T. Fosdick Associates, 
an independent and impartial mar- 
ket research organization. 

The goals were to determine: 

(1) The numbers of films used 
by high schools and the proportion 
which are business sponsored free 
films. 

(2) The school personnel respon- 
sible for securing sponsored films. 

(3) The utilization and demand 
for correlated printed teaching aids. 

(4) Curriculum areas __inade- 
quately served by business spon- 
sored films, and suggestions by the 
schools of subject matter for new 
productions. 
which the 
major sources for business spon- 
sored free films 


(5) The manner in 
serve the high 
schools. 

(6) How business sponsored free 
films are used in high schools. 


Basic Statistics of the Survey 


The basis of the survey was a list 
of 23,622 high schools, approxi- 
mating more than 96% of all U.S. 
high schools. 4,226 high schools an- 
swered, providing a 17.9% re- 
sponse. 

First and second mailings were 
tabulated separately and revealed 
less than 2% average variation. 

Because competitive questions 
were included and to insure accu- 
rate and unbiased response, ques- 
tionnaires were mailed on the letter- 
head of a Fosdick affiliate, Busi- 
ness Research Institute. No incen- 
tive of any type was offered. 

Various acceptable forms of the 
questionnaire were pretested in 
personal interviews with high school 
administrators by principals of the 
Fosdick group. Then the two better 
forms as determined by the pretest 
were mailed on an alternate name 
basis to every high school in two 
separate test areas. After analysis of 
these returns, the final and simpler 
questionnaire was printed and 
mailed to all of the remaining high 
schools. 

Follow-up mailings to secure re- 
plies from the non-respondents of 
the original survey were made; a 
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second questionnaire was mailed to 
all of the schools which did not 
respond within three weeks; a third 
mailing was made to non-respond- 
ents for which returns were below 
the national average four weeks 
after the second mailing. 


Statistical Tabulation and Validity 


All returns were received by the 
Fosdick organization. These were 
opened, identified and edited by the 
Fosdick staff and turned over to 
MTPS for key punching. All ma- 
chine tabulation was conducted at 
the client's office under the personal 
supervision of principals of the Fos- 
dick organization. Responses to 
these key questions, privately se- 
lected by the Fosdick group were 
independently tabulated by them 
for statistical control. In comparing 
the tabulations they revealed better 
than 999% agreement on every ques- 
tion. 


What the Survey Revealed 


To the “Does your 
school use motion pictures” a total 
of 4,160 out of 4,226 schools re- 
porting replied in the affirmative. 
98.4% of these schools, using films. 


question 


were further verified as owning pro- 
jection equipment. (A U.S. Office of 
Education survey of projector own- 


Total number 


The Survey Table below offers special analysis of data on 
the total number of motion pictures and the number of free 
films used by schools responding to survey questionnaires. 


AVERAGE NUMBER OF FILMS (Total and FREE) USED PER YEAR 


Average number of 










Department heads 3% 


Individual teachers 


Superintendent, 
Ass't Superintendent 
all other administrators 


School Film Coordinator 
Director Visual Education 
(full or part time) 


23% 


N 








Survey Chart: (Summary of Tabulations) this breakdown of people 
who answered questionnaires shows authoritativeness of the responses. 


ership several years ago also veri- 
fied in excess of 20,000 high schools 
with 16mm sound projector equip- 
ment. } 

The high school principal (33% }, 
a teacher acting as part-time film 
co-ordinator (36%) and various 
teachers, acting individually (28% ) 
accounted for the answer to the 
question on personnel responsible 
for securing sponsored films. Al- 
though this professional field is 
growing, only 7% of the film pro- 
curement responsibility was attrib- 
uted to a full time director of visual 
education or film coordinator. The 
school librarian was responsible for 
6% of film procurement for high 
schools. Although the figures reveal 
some multiple answers and sharing 
of procurement responsibility, they 
also “reveal that there is apparently 
a strong tendency (in 72% of the 


Average number of 





500-999 
200-499 
100-199 
90- 99 
1- 49 


films used films (all) used FREE FILMS used 
per year per year per year 
1000 or more 1666 166 


637 
277 
125 
63 
27 


211 
116 
70 
41 
18 





MEDIAN 
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schools) to have ordering of films 
centralized.” 


Purposes for Which Films Used 


Classroom teaching aids were 
cited by 59% and general classroom 
information by another 27% as the 
primary purposes for which spon- 
sored free films are used in U.S. 
high schools. Auditorium activities 
accounted for another 10% and 
school club activities for 4% of the 
use. 

The summary indicates that more 
than five-sixths of the use of spon- 
sored films is in the classroom and 
recent audience figures showing 
lower averages per showing bear 
this out. There is significance in 
this data for both the sponsor and 
the producer. 

The question concerning the num- 
ber of motion pictures used per 
school year gave some interesting 
results. The median was 80 motion 
pictures used per school year among 
some 3,861 schools replying to this 
question. 1,858 schools reported 
that they used 100 and more films 
per school year while 2,003 said 
they used from one to 99 films. 


Demand for Correlated Printed Aids 

91% of the 4,160 answering the 
question “do you consider a teach- 
er’s guide an important addition to 
the film” replied in a strong affirma- 
tive. Only 7% didn’t think them im- 
portant and just 2% didn’t answer. 
Backing up this obvious preference, 
56% of the schools said they used 
them regularly when furnished and 
38% reported occasional use. Only 
4% indicated seldom use of supple- 
mentary printed teaching aids such 
as charts, booklets, etc. 

English, mathematics, commercial 
subjects and social studies were 
cited by 89% of the respondents 
(including multiple answers) as 
curriculum areas now inadequately 








served by business sponsored sub- 
jects. Science, on the other hand, 
showed its popularity as a film 
usage area with 58% reporting that 
they felt this field “best served by 
existing free films. The social stud- 
ies with 459% mentions were a close 
second as a field for existing free 
films. Home economics and business 
and industry were runners up as 
well-served curriculum areas. 


Users Express Their Opinions 


A number of survey respondents 
made some very interesting com- 
ments about the present and future 
place of sponsored films in high 
schools. The favorable ranged from 
an Illinois visual aids director’s 
“keep more coming—they are a 
boon to all teachers and students in 
mastering all of the facts and ideas 
of the modern world” to a princi- 
pal’s thoughtful comment “some of 
the films are excellent in terms of 
clarity of exposition and integra- 
tion . . . many of the films cannot 
be integrated into the subject mat- 
ter for which they are prepared.” 

The unfavorable comments found 
“most of these films were made to 
be effective advertisements, not ef- 
fective tools of education... 
Makers should hire educators for 
advice” (an lowa superintendent) 
... and... “some of the indus- 
try films could be used in advanced 
science classes such as chemistry 
and physics if they devoted more 
footage to scientific explanation and 
less to mechanical processes (a New 
York advisor). 


Competitive Data on Film Sources 

Revealing their preferences for 
sources of business sponsored free 
films, survey respondents gave Mod- 
ern a high rating. Data concerning 
ratings based on the print condition 
of films received, dependability (in 
terms of service and promptness of 
confirmation) and convenience fac- 
tor also found Modern rated high. 

But it is the factor of the high 
school audience itself which bears 
a final close look. 

U.S. high schools are obviously a 
responsive audience for well-pared 
sponsored motion pictures which 
take into careful account their cur- 
riculum needs and their insistence 
upon accuracy and a minimum of 
commercialism. 


Importance of Teen-Age Market 

But solid market facts like the re- 
cently revealed figures that showed 
that 489% of teen-age girls do the 
main family food shopping at least 
once a month (37% at least twice a 
month) and the knowledge that 
these girls are marrying early . . . 
48% of all first brides are women 
under 20... these facts under- 
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score the importance of the high 
school audience. 

Even more important were those 
figures revealed several years ago 
which indicate that 52% to 61% 
of high school seniors in three typi- 
cal schools would vote for close 
regulation of business; that they 
showed strong preference for gov- 
ernment controls and ownership of 


banks, railroads and steel compa- 
nies. These youths of today are the 
citizens of tomorrow. What they 
know about American business, the 
functions and benefits of our pres- 
ent enterprise system, does not de- 
pend alone on books . . . it may 
well depend on how well and hon- 
estly business tells them the facts 
of our economic life. 


* Copies of the first Modern pilot 
project “A Study of Sponsored Film 
Utilization in United States High 
Schools” are available to business 
firms, listed 
and trade associations only on print- 
ed letterhead request to the Re- 
search Department, Modern Talking 
Picture Service, Inc., 45 Rockefeller 


Plaza. New York 20, N. Y. i 


advertising agencies 


Second 


. 


Sample Questionnaire: the 15 sources listed (names deleted) provide more 


than 97% of all business-sponsored free films vsed by U 


y 


Dear Principal: 


. S. high schools. 


BUSINESS RESEARCH INSTITUTE 


60 East 42nd St., New York 17, N. Y. 


This letter is to enlist your help in a research project for the 16mm film industry. The acceptance and use of 
sponsored motion pictures by schools varies widely with the section of the country, s ze of city and methods 
of distribution. Our purposes are to encourage the production of more useful school films and to make better 


free films more generally available to schools. The replies to the enclosed questionnaire, when combined 


picture programs. 


with other known statistical data will provide valuable information for the producers and distributors of motion 
As the responsibility for visual aids varies from school to school, we have addressed this letter to you and 
ask that you direct it to the attention of the person who is best qualified to reply for your school. 


The questions are brief and easily answered. The addressed business reply card requires no postage. It is 
not necessary to identify the reply unless you prefer to do so. As considerable tabulation is necessary, we 


hope it will be possible to return this form to us within the neat few days. 


Thank you for your help — it is greatly appreciated. 


P.S. — Please remember, for meaningful analysis it is important 
for you to respond though your school does not use mo- 
ton pictures (see question |). 


SURVEY OF BUSINESS SPONSORED FREE MOTION PICTURES 


YOUR FILM PROGRAM 


1. Does your school use motion pictures? ( ) Yes 10-1 ( ) No 0.2 


2. Approxsmotely how many motion pictures does your school use per school 


yeor? 
Vie oe 
Whot proportion of these are FREE Steve 
Wh ot proportion of these ore RENTED? 9 


3. Who in your school +s primarily responsible for ordering Business Sponsored 
Free Motion Pictures? 


20-1 ( ) the Principal or Principol’s office 
° ° 


20-2( ) o teecher acting as port time film coordinator 

20.3 (  ) vwarrous teachers, each acting individually 

20.4 ( ) @ full time Director of Visual Education or Film Coordinator 
20-8 = ) bibrorsan 


FILMS AND THE CURRICULUM 


4. Do you consider a teacher's guide on important addition to the film? 
( )Yesats ( ) No at2 


. When supplementary printed teaching oids (chorts, booklets, etc.) are tur- 
nished with motion pictures, do you make use of them? 


( )reguler 22-1 ( ) occasionally 22-2 ( ) seldom or never 22-3 


> 


Approximately what proportion of the sponsored FREE films used in your 
school ore tor each of the following? (Should total 100%) 


Classroom teaching oids.......... a % 23. 24 Auditorium octivities... __% 27-20 


General classroom intormation .. %28-26 Club octivities........... —___. $29. 30 


7. Do you prefer to order your Business Sponsored FREE films from o distriby- 
ting agent, or direct from the business sponsor? 








(  ) distributing agent 34-1 (  ) direct from sponsor 31-2 

8. In your opinion, what curriculum oreos ore best served by EXISTING Business 
Sponsored FREE films? 
22 = 

9. What orers of the curriculum ore inadequately served ot present by Business 
Sponsored FREE films? (in what creas would you like to see new films pro- 
duced?) 
, = 

YOUR SCHOOL 


10. Your position, and/or closses you teach (not your name) 
32 





11. Do the onswers above represent (Please check one) 


(  ) entire High School (  ) more thon ONE High School 


(how many? ) 
( ) just your department, which is? 


1955 





Sincerely, 


JOHN T. FOSDICK, Director 
Business Research Institute 


DETACH HERE TO MAIL 
FILMS AND THEIR SOURCES 


12. Listed belew are the major sources for Business Sponsorea FREE Films 
Please check om the first column (column A) al! those from whom 
ordered FREE films within the post 12 months of so. In column 


-~ hove 
estimate the proportion secured trom each of these sources. 


pleose 


A~ Sources 


usedin yeor 


B-% trom 


eoch source 























em WemrE RI ( ) ea-es % 
( ) saa eee 
(  ) ss.96 | 
Gerepee se ¢ > 90-06 % & 
pag 
9s a ( ) se-40 an z 
Mm 
es mee ( ) atea oe As 
“ 
ee ee ( ) anes I v 
Modern Talking Picture Service ( ) asee s : 
SA EN ( ) av-a8 s 4 
tri “ ( ) «0-00 a 4 
ee ( ) eve2 s a 
mm 
ERR PIS ( ) ese re 7 
ee peomenetes om ( ) esse ——, - 
“ 
eat ( ) ov.00 aidhia y 
RAEI ( ) ee.00 oe . 
by —— ( ) ev-e2 —— 
Gihes Gnllte ta). tite t 2 eens siete 
( ) es-e« . 
13 


. Reterring only to those sources for FREE films checked above, please list in 
order of preference the three organizations you rate highest from the viewpoint 
of CONVENIENCE for you. (abbreviations mey be used) 


lst es 2nd o8 hed @ 











. Considering these sources ogoin, which three (in order) would you rote most 
dependable on bosis of service and prompiness of confirmation? 


Ist os 2nd oe ed 70 





15. Again considering these sources, which three (in order) would you rote the 
highest on the bosis of print condition? 


Lee 2nd 72__ ooh ded 73 _ a eae 


o 


. In evaluating the sources above in terms of overall performance, which one 
in your opinion do you ronk the lowest? 


v4 





Your ts: 
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A film scene shows the posting of commodity prices on huge board which dominates the block-long trading floor. 
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Agriculture's Economic Barometer 


The Chicago Board of Trade Shows Inner Workings of the Grain Market in “After the Harvest” 


Grains moved up and down, 
reversing their trend numerous 
times . . . Soybeans displayed 
the most consistent strength ... 
beans never advanced far... 
During the ajternoon wheat be- 
came quite popular . . . Corn 
and oats had a slightly weaker 
undertone but never lost much 


ground... 


> * o 


rgvHese Grains or News, sown 
l across the land via the press and 
over the air are the informational 
seeds from which 20th century agri- 


cultural commerce grows. They ema- 





Addressing the symposium of college and university professors at the recent 
Chicago gathering sponsored by the Board of Trade were (left above) Paul E. 


nate from an imposing tower which 
stands on Chicago’s Jackson Boule- 
Salle 


This tower, a temple-like 


vard and stares down La 
Street. 
mystery to many city slickers and 
country jakes, is an august silo filled 
with contradictory guesses and little 
sample bags of grain. It is the Board 
of Trade of the City of Chicago 
which claims to do more than 85% 
of the 
futures. 

Although the Board of Trade has 
been in existence for 108 years and 


world’s trading in grain 


plays a big part in the American 
and world economy, its function is 
not clearly understood by those out- 





























Berry, a Board director and Professor Schuyler T. Otteson (right) who is head 
of the Bureau of Business Research at Indiana University and chairman of the 
Board of Trade’s Educational Advisory Committee. Guests also premiered 
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“After the Harvest” during three-day meeting; answered questionnaires (right). 


side the clustered hearth of profes- 
sional speculation. This lack of 
understanding can help to generate 
public distrust and political curtail- 
ment of the board’s activities. 

The Board of Trade’s effort to 
educate the public in its favor his- 
torically has taken the form of 
printed information, lectures and 
the channeling of familiarization 
courses through schoolmen. 


Hold an Annual Symposium 


\ major moment in the Board of 
Trade’s long-term educational en- 
deavor is an annual symposium 
which brings college and university 
professors of agriculture, business, 
marketing, economics and sociology 
together with Board of Trade mem- 
bers to discuss marketing practices 
and progress. The eighth symposium, 
held in Chicago Sept. 7-8-9, wit- 























A Significant Chapter in the 
Story of American Enterprise 


nessed a new addition to the Board’s 
educational system. Climaxing the 
symposium’s opening night session 
in the Crystal room of the Union 
League Club was a premiere show- 
ing of the first motion picture to be 
sponsored by the Board of Trade. 

A hint of the new film’s job in 
the Board’s over-all education pro- 
gram was heard during the Crystal 
room hoe-down as a few of the 68 
visiting professors arose to question 
and comment on a speech by Paul 
E. Berry, a Board director. 


Explains the Futures Market 

Berry read a seven-page speech on 
“The Speculator and the Commodity 
Futures Market.” The reason for a 
futures market and_ speculators, 
Berry said, is that so many people 
are trying to avoid speculation . . . 
“because they are seeking security.” 
The banker who loans money on cash 
grain in storage, the country eleva- 
tor operator buying grain, the 
processor all want profit and se- 
curity, as does every one, Berry 
pointed out. The job of hedging 
goes to the speculator, he said, but 
eventually all people “end up” as 
speculators. 

After Berry had studiously ex- 
plained how various types of specu- 
lators go about their hedging and 
keep the market both stable and 
liquid and how everyone is a specu- 
lator ultimately, one of the visitors 
inquired if it wasn’t true that many 
people don’t like to think of them- 
selves as speculators because they 
think “speculation” is somehow 
naughty. Berry said he wasn’t aware 
that it was so considered. 


The Board's Real Functions 


Whether or not the public recog- 
nizes that speculation is a part of 
every one’s life, whether the public 
regards it as a shady business or 
whether most people simply prefer 
to have someone else make the edu- 














cated guesses is itself a matter of- 


speculation. But without the least 
tone of categorical argument, the 
Board of Trade film introduces its 
arena of speculation as a_ vital, 
security-conscious market place, a 
market that keeps trading active, 
protects grain buyers and sellers 
and permits grain products to be 
sold at prices lower than unhedged 
commerce would allow. 


A 27-Minute Color Film 
After the Harvest, produced by 
Wilding Picture Productions, Inc., 
Chicago, for 16mm distribution, was 
shown in 35mm at the premiere. 
With a farmer, his city-sister and 
her husband, the audience visits the 
Board of Trade. For 27 minutes, 
the film’s amber and umber shades 
register the temple - silo - market 

moods of the Board’s interior. 
First, the early morning exchange 
floor, empty, regal, vault-like. Just 
after 9:00: enter one white coated 
servitor; another, another, and the 
rest. Soon the “pit” is full, the 
trading begun. As the farmer and 
his kin watch, the audience sees the 
spectacle of grain trading the 





Symposium professors “‘living’ scene from 
“After the Harvest’ among traders on the 
busy floor at the Board of Trade. 
scalpers, the spreaders, the cash 
grain receivers, pit brokers — men 
hopping and hedging, screaming 
and finger-signaling in the scramble 
for security. Shrewd men dipping 
their hands into small sacks of grain, 
men recording the mathematical in- 
tricacies of the day on high black- 
boards, men taking the quick chance, 
men biding their time. 

In the visitors’ balcony, the fasci- 
nation of the farmer's relatives 
turns to confusion. What does all 
this have to do with the farm, with 
them? 

Story Behind the Market 

“That’s my market.” says the 
farmer. What it has to do with his 
farm and with his grocery-buying 
sister and her factory-working hus- 
band the farmer explains with the 
aid of cinematic excursions to com- 
mercial growing areas and sequences 
in which grain operators, processors 
and others explain their dependence 
on a speculative market which covers 
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the risk of trading in grain before, 
during, and after the harvest. 

While the complexities of cash 
and futures trading requires long 
application for thorough compre- 
hension, the film serves to present 
the market as an integral part of the 
economic machine and the compe- 
tently dramatized testimony makes 
the phenomena of speculation and 
mutual hedging seem a credible way 
to maintain the “year round flow of 
agricultural products . . . 
can achievement.” 

To supplement the film’s school 
lesson potential the Board of Trade 
will provide a teachers’ guide pre- 
pared by a member of the Education 
Department of Northwestern Uni- 
versity. For the Board’s own guid- 
ance, the symposium professors an- 
swered a preview questionnaire 
which asked: Did the picture give 
you a new concept of services and 
functions performed by the Chicago 
Board of Trade? Could you use this 
film in your regular classes? 

Of the 68 professors attending the 
premiere of After the Harvest, 67 
turned in their questionnaires. 
Sixty-six of them thought the film 
“generally good.” Of these, 63 said 
they would use the film in class. 
Three professors were not teaching 
but said they wanted the film for 
service groups. One of these three 
was a state extension director who 
thought his organization should 
screen it for possible use with ex- 
tension audiences. Most of the pro- 
fessors wrote from one to three para- 
graphs of comment. Their sugges- 
tions formed no pattern but reflect- 
ed individual reactions and needs. 

After the Harvest was scheduled 
for October release to be distributed 
by Modern Talking Picture Service. 
Inc. It will be available to club 
groups and television as well as 
school audiences. 

Burton D. Loken, director of the 
Board’s public relations department, 
said that the Board is consider- 
ing more motion picture produc- 
tion. Heretofore, the Board has con- 
fined its use of visuals to internal 
slidefilms for its lecturers. Lye 


an Ameri- 


Buyer and seller try to arrive at a sale of 
cash grain in scene from the Wilding pro- 
duction ‘After the Harvest.’’ 
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The County Agent: His Story 


Most Recent in Texaco’s Popular Rural Series Depicts 
the Activities and Services of Typical County Agents 


Sponsor: The Texas Company. 


Title: County Agent, 26 min, color. 
produced by Audio Productions. 
Inc. 


* The 1955-56 Texaco farm film, 
latest in a series which has seen 
one new film every year for the 
past ten years, documents the work 
of the County Agent. 

3,000 County Agents are active 
in the United States—with few ex- 
ceptions, one for each county. They 
are representatives, not only of the 
U.S. Department of Agriculture, but 
of their various states and counties, 
all of which provide funds for the 


Agents’ work. 


To show examples of the County 
Agents’ activities, Texaco and Audio 
Productions approached the U.S. 
Department of Agriculture last 
spring, and with the assistance of 
the Department and several State 
\gricultural Departments selected 


four counties as typical of the na- 
tional farming scene: Holmes Coun- 
ty, Mississippi; Yakima County, 
Washington; Jasper County, Indi- 
ana; and Edgecombe County, North 
Carolina. 

The film shows how County 
Agents serve the farmer by provid- 
ing information on the latest 
achievements in soil science, farm- 
ing methods and implements. In 
performing these services the Agents 
made over 3% million personal 
visits to farm homes last year. 

County Agent is full of good pic- 
torial shots showing new and inter- 
esting farm developments. It will 
be shown to farm meetings by Tex- 
aco representatives during the com- 
ing year, and prints will be made 
available to County Agents for 
showings under their own auspices. 
The picture is completely non- 
commercial except for title credits. 
Even the familiar red Texaco fails 
to make a brief appearance. @ 


Supervising the Office Worker 


Six New Sound Slidefilms Give Practical Guidance on Problems 


* Training in human relations for 
business office supervisors is pic- 
torialized in six sound slidefilms 
announced by the Text Film Depart- 
ment of McGraw-Hill Book Com- 
pany. 

The slidefilms of the series, Su- 
pervisory Problems in the Office, 
are tooled to enlarge the supervis- 
ors understanding of the people 
who work under his direction and 
impress him with the crucial part 
that his attitude and their attitudes 
play in job performance. 

The series was produced in col- 
laboration with the Films Com- 
mittee of the National Office Man- 
agement Association. Technical ad- 
viser was John F. Shafer, manager 
of the Supervisors’ Development 
Program. personnel division, Met- 
ropolitan Life Insurance Company. 


Each Title Covers a Problem 


An office problem rooted in 
human relations is presented in each 
slidefilm. Circumstances and back- 
ground of the situation are devel- 
oped to the point where remedial 
action on the part of the supervisor 
is required. Each film poses its 
problem in the form of a specific 
question to be answered by super- 


visors in “conference-discussion”’ 
training sessions. 

Helping the supervisor to see 
employee responsiveness and loyalty 
in a beyond-the-salary light and 
helping him to establish a more 
positive work atmosphere are goals. 


Individual Titles Reviewed 


Understanding, Employee View- 
point: Everyone gets to work on 
time but Sue, who depends on a 
bus that frequently is late. Super- 
visor Bill greets Sue sarcastically, 
ignores her excuse. Sue cries; Bill 
apologizes but tells her not to men- 
tion the incident. Sue’s friends man- 
age to spread the story anyway. 
Bill bawls them out. At lunch time, 
resentment spreads, causing a drop 
in work output. Question: What 
built this molehill into a mountain ? 

Error-Correction Talk: Group 
Supervisor Dave tries to talk to 
Grace, a stenographer, about her 
careless errors which jeopardize the 
company’s orders. He puts her on 
the defensive immediately. Dave tells 
Department Supervisor Paul that 
Grace should be let go or put on a 
less important job. Paul feels this 
is a waste of company’s investment 


(CONCLUDED ON PAGE 8&0) 
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This Chicago hotel audience watched bargaining sessions via television. 


Candid View of Labor Helations 


American Management Assn. Films Rogers’ Bargaining Sessions 


Sponsor: American Management 


Association. 


Title: You Are There at the Bar- 
gaining Table, 50 min, b/w, pro- 
duced on kinescope by Box Office 
Television, Inc., revised and edit- 

Knickerbocker 


tions, Ine. 


ed by Produc- 


* Last winter, at a personnel con- 
ference of the American Manage- 
ment Association, in Chicago, 2,000 
business executives watched, on 
closed circuit television, a manage- 
ment-labor bargaining session tak- 
ing place in Rogers, Conn. The 
Rogers manufacturers of 
plastic and fibre products, and rep- 
resentatives of the 
Brotherhood — of Makers 


(AFL) were hammering out the 
terms of next year’s contract. 


Corp., 


International 
Paper 


From a kinescope of this session, 
the American Management Associa- 
tion has made an excellent motion 
picture which brings the viewer into 
the midst of actuality in the bar- 


gaining talks. Both sides in the dis- 
cussions present their cases force- 
fully, and with complete oblivion 
of the cameras. There is suspense 
viewers continue to wonder up until 
the closing minutes—will they reach 
agreement? Who will make the best 
deal? 

Some of the issues discussed in 
the negotiations are fringe benefits, 
wage rates and the share of produc- 
tion incentive pay plan. A_ brief, 
unobtrusive commentary brings the 
implications of the live dialog into 
focus. It explains the background 
to the wage discussion, reports the 
results of negotiations, outlines the 
final agreement, and points out sig- 
nificant bargaining maneuvers and 
techniques. 

The film, and an accompanying 
146 page conference kit,rent for $50 
for one day and $15 for each addi- 
tional day. Purchase price is $185.: 
Management Film Library, AMA, 
330 West 42nd Street, New York 


City 36. Ly: 


Here are the Rogers Corp. executives and labor representatives who took 
part in the televised bargaining sessions now available in film form. 





Hard Facts About Soft Water 


The Dow Chemical Company Broadens an Educational 


Campaign With a New Color Film “Soft As a Cloud” 


66C1ELTzER, PLEASE,” said the man 

S as he waited his turn to 
compliment the host. 

Gathering at the small bar in the 
Old Chicago Room of the Hotel 
Sherman, the previewers could not 
be blamed for preferring seltzer in 
their highballs. The previewers, some 
75, were September 7th guests at 
the Chicago Premiere of Dow Chemi- 
cal Company’s new motion picture, 
Soft as a Cloud, a market-builder 
which says hard things about water. 

To the majority of the previewers, 
the film’s information was not new 

most of the guests were members 
of the water-softening industry which 
has its hub in Chicago. What was 
new to the water-softeners was the 
market opportunity which Dow’s 
Soft as a Cloud promised to pro- 
vide: full scale entry into the home 
market. 


Campaign Is Well-Supported 

The chance to tell hard water 
facts to housewives and future house- 
wives in terms that would bring the 
soft water industry into the home 
was a prospect which seemed to 
make post-film enthusiasm transcend 
the conventional amenities ex- 
changed with cocktails and hors 
d’oeuvre. Generous with compli- 
ments, too, were representatives of 
the appliance industry, home econo- 
mists and editors. Dow is enlist- 
ing home economists and “shelter” 
magazine editors in the public edu- 
cation program upon which Dow 
and the water softening industry is 
basing the into-the-home campaign. 

Dow’s program began in 1953, 
with research pegged on the fact 
that “85 per cent of the United 
States” has a hard water problem, 
that automatic appliances have in- 
creased water use in most homes, 
that the public lacked information 
on water use in the home. 


Film to Reach Home Makers 


Under the direction of Mrs. Leone 
Rutledge Carroll, nationally known 
home economist, Dow’s educational 
program prepared information to 
be relayed through 11,000 home 
economists and editors. As research 
progressed, Dow recognized the 
value of a medium which could 
unify and personalize information 
on water use in a way interesting 
and comprehensible to the mass of 
ordinary home makers. That medi- 
um, the company decided, was the 
motion picture. 

Early this year, Dow summoned 
Scripts By O6cveste Granducci to 
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turn data accumulated over three 
years into a brief, understandable 
story; the chemical company then 
called on Roland Reed Productions, 
Inc., Hollywood, to produce the 
film. 


A 24-Minute Pictorial Gem 

In a quick-flowing 24 minutes of 
soft-water-clear Eastman color, Soft 
as a Cloud tells its home-maker en- 
lightenment story with living and 
animated images. Following a word- 
less scenic prelude which discovers 
water in its picturesque sources — 
clouds, rivers, lakes—the film’s 
chief image is a housewife in her 
home setting who faces an unseen, 
water-wise narrator and the audi- 
ence. 

Blond, attractive, with just a 
trace of ennui, the housewife is a 
convincing mirror of the American 
Mother as she reacts to the sur- 
prising facts supplied by the courte- 
ous tutor. Her dismay at learning 
how prevalent hard water is and 





Above: discussing a kitchen scene 
from the film “Soft As a Cloud” 
are Helen Mowery (the housewife), 
shown with Paul Landres, director 
and R. W. Forsythe, Dow advisor. 


how hard it is on clothes, skin, hair 
and household equipment, her in- 
terest as she learns what makes 
water hard and her vivacious satis- 
faction as she is told the most effec- 
tive way to soften water — these 
reactions should easily impose their 
identity on the women who see Soft 
as a Cloud. 

The narrator’s chat with Milady- 
in-the-kitchen is aided by household 
props which pop into view on cue 
and by animation which depicts the 
chemical composition of water as it 
acquires hardness (dissolved calci- 
um and magnesium salts), how this 
thwarts water’s cleansing action and 
the effect of “high-capacity” resins 
in reducing water hardness. With- 
out flipping a price tag, the film 
(CONTINUED ON PAGE 62) 


“GIANT IN THE LAND” 





Now hold your hand steady, boy, 
Don’t move it while I strike: 

If this hammer of should 
miss just once — 
There'll be blood all 

spike. 


mine 


over the 





Like I 
himself 

A cylinder of tempered steel that’s 

True and perfect to a gnat’s heel, 

And he slides a piston inside of it 

With expanding rings to make it 


fit. 


was sayin’: So he makes 








The piston goes up and compress 
es the au 

Till it gets so hot it would singe 
your hair . 

And before that air has a chance 


to cool 

An injector shoots in a spray of 
fuel: 

Fuel explodes — drives the piston 
down 

And the crankshaft begins to go 


round and round 





Gonna bust that rock, 

Gonna move that earth aside: 

Gonna build us a smooth straight 
highway 

Long and wide . 
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Visitors by the thousands throng GM Powerama exhibits during 
its recent 26-day run on Chicago's lakefront, ending Sept. 25. 


Two Million Visit Gb M’s Powerama 


Capacity Crowds Attend Chicago Lakefront Exposition 


to View Diesel 


OR 26 DAYS through Septem- 
ber 25 approximately 2,200,000 
visitors attended General Mo- 
Corporation’s exhibition of 
diesel and gas turbine power held 
on Chicago’s lake front. 

The “World’s Fair 
covered more than | million square 
feet and included more than 250 
spectacular exhibits, including an 
open-air stage presentation “More 
Power to You.” Both civilian and 
military applications of diesel and 
gas turbine engines shared the lime- 
light at the Chicago show. All di- 
visions of the corporation concerned 
with this equipment participated as 
well as Frigidaire and the GM auto- 
mobile companies. 

Thoroughly visualized exhibits 
included a tent theatre, similar to 
those used for portable aircraft 
hangers. In this GM Aerodome tent, 
continuous film showings featured 


tors 


of Power” 


Power Exhibits and Colorful 


Films 


Giant in the Land, a 27-minute color 
MPO Produc- 


tions, Inc., telling the story of diesel 


motion picture by 


progress in lyric form. Music for 
this top-flight film was composed by 
Earl Robinson, with lyrics and nar- 
ration by Joseph March. 

Showings of Giant in the Land 
were followed by a stage demonstra- 
tion of diesel principles. Capacity 
audiences were noted at nearly all 
performances throughout the run. 
ihe film will not be released for 
public showings until early 1956. 

Diesel trains exhibited included 
the new lightweight train and huge 
Electro-Motive diesel 
Marine exhibits 


locomotives. 
featured the U.S. 
Navy submarine, “Tautog”’, a diesel 
other 
craft. Chicagoans and visitors from 
all over the Midwest found the whole 
affair an exciting adventure in mod- 
ern industrial progress. ye 


tugboat, shrimp boat and 


The GM AERODOME theatre pictured below featured continuous showings 






























of a new diesel power 27-minute color film titled “Giant in the Land.” 





“GIANT IN THE LAND 








oh 


Train ride Train ride 
My home is far away now 
Roll along, roll along: 
ind it’s far to where I’m goin’ 
Roll along, roll along 
I’m ridin’ fast and lonesome 
Through a land that’s strange and 


wide. 





Now a ship may be proud 


Ind a ship may be fair: 

She may enter a harbor 

With her nose in the air 
(chorus) 

But 


Or wherever 


wherever she’s from 

she’s bound, 

She should never try pushin’ a 
tug-boat around! 


(Just don’t crowd me, sister!) 





and I 


I looked out at the 


seen the 


river, 
water rice 


I looked out of my window, and 


I seen the water 
fast, I 
believe my eyes. 


rise: 


could hardly 


It came so 











With the powe) I have at the 
touch of my hand 

I stand as tall as a giant would 
stand 

4s I tame the river that once de 


stroyed our land. 
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Archimedes explains the importance of the 
wheel and pulley to Gus, caretaker in the 
National Museum. 


OF FIVE NEW 


SPONSORED FILMS 





Another scene from “To Enrich Mankind” 
pictures the curator of the Engineering Divi- 
sion in the National Museum and Gus. 


The Engineer Explains His Profession 


Sponsor: The American Society of 
Mechanical Engineers. 

Title: To Enrich Mankind, 25 min, 
color, produced by The Jam 
Handy Organization, Inc. 

* The engineering profession has 

long felt the lack of understanding 

on the part of the general public 
of what the engineer and his work 


means to them. One of the objects 
of the 75th Anniversary of the 
American Society of Mechanical 
Engineers this year is to bring to 
the “man on the street” a better 
understanding of how engineering 

and particularly mechanical en- 
gineering—brings great benefits to 


him as an individual. 


A Comprehensive Picture Story of Nickel 


Sponsor: The International Nickel 
Company. 

Title: Mining for Nickel, 45 min, 
color, produced by Film Graph- 
ics, Ine. 

* The Nickel Com- 


pany has sponsored the production 


International 


and distribution of 26 educational 
motion pictures during the last 26 
years, and Mining for Nickel is the 
latest addition to this series. It is 
truly an extraordinary film. No cost 
or effort seems to have been spared 
to make it exact and comprehensive 
in every respect, and the result is 
a good, honest film that reflects the 
greatest credit to Inco. It could be 
called a model for all educational 
films on industrial processes. 
About a third of the film is in 
Beneath the surface in the International 


Nickel Company's new film “Mining for 
Nickel’ described above. 


technical animation, showing how 
different types of nickel mines are 
planned and constructed. Live ac- 
tion photography (by Dave Quaid 
on 35mm _ Eastman Color) was 
shot, in some scenes, as much as a 
mile deep in one of Inco’s mines in 
Sudbury, Ontario. 

Vining for Nickel will be offered 
to audiences of industrial organiza- 
tions, technical and engineering 
societies, colleges and high school 
science classes. Inco hopes it will be 
a useful teaching aid as well as 
serving to stimulate an interest in 
metallurgy. Some theatrical show- 
ings are also planned. 

Distributor of this, and other In- 
ternational Nickel films, is Roth- 
acker, 729 Seventh Avenue, New 


York 19, Ly 


A good pictorial angle during the processing 
of nickel ore in another scene from this 
comprehensive study of mine operations. 








Retail Promotion Aids Leather Glove Sales 


Sponsor: Leather Glove Producers 
of France. 


Title: The French Stamp of Fash- 
ion, in two parts, 134% min and 
7 min, color, produced by Victor 
Kayfetz Productions, Inc. 


* A travelog of southern France is 
the setting for this film which shows 
how fine French gloves are made. 
The first portion, for general re- 
lease and television use, takes a girl 
magazine photographer from Paris 
through Chartres for a look at the 
cathedral; through Limoges where 
French porcelain is made; to the 
glove centers in the mountain coun- 
try of southern France. 
Photographing the step-by-step 
operations from tanning the skins, 
through softening and dyeing the 
leather, and following one skin 
through the remaining handiwork 
until it yields one pair of gloves, 
the story assignment flashes back 
to Paris where a high-fashion model 
wears a complete glove wardrobe 


The Helicopter as 


Sponsor: Sikorsky Aircraft Divi- 


s10n. 


Title: Three 1f By Air, 23 min, 
color, produced by Marathon TV 
Newsreel. 


* Now that helicopters are moving 
out of the sphere of strictly military 
use, Sikorsky, originator and lead- 
ing manufacturer of the 
birds,” 


“whirly- 
is directing its public rela- 
tions more towards the many civil- 
ian uses of helicopters. 

For some time, the Division has 
fed 15-minute film programs to tele- 
vision stations and supplied TV and 
theatrical newsreels with clips on 
helicopter progress. These have had 
mainly to do with the ‘copter as a 
rescue ship in Korea, or the heli- 
copter-borne infantry attack tech- 
niques worked out by the Marine 
Corps. 

Three lf By Air goes into the 
use of helicopters in exploration for 
minerals and oil, supplying outly- 
ing mining camps, ferrying men to 
off-shore oil well installations. 

In addition to television and 
newsreel use, the new film will also 
be used for general showings to 
public groups, and as a sales pro- 
motion tool by the Sikorsky sales 
staff. 

Color quality is an especially 
good feature of the film. It is origi- 
nal Commercial Kodachrome, print- 
ed on Ansco duplicating stock. It 
produces a slightly more pastel 
effect and is most pleasing. Vd 
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displayed with the latest costumes 
from Paris couture collections. 


The second portion of the film is 
designed for showings to merchan- 
dising and retail sales people. 
Scenes photographed at the glove 
counter of a Paris store show the 
correct way to sell the French 
leather glove. 


The film is a key part of a pub- 
lic relations campaign cooperatively 
sponsored by the manufacturers 
and importers of French leather 
gloves. Edward Gottlieb & Associ- 
ates, public relations counsel to the 
French glove industry in the U.S., 
engaged Victor Kayfetz to go to 
France to direct the film. Using all 
French technicians and equipment, 
the script, location shooting and 
finishing of the film was completed 
in 244 months. 

The French Stamp of Fashion is 
available to groups of retail sales 
people on request from Edward 
Gottlieb & Assoc., 2 W. 45th St.. 
New York. W 





The helicopter is an invaluable ally of the 
petroleum industry, serving offshore oil well 
installations as shown. 


Can Manufacturers 
Tell Restaurant Story 
Sponsor: Can Manufacturers In- 
stitute and The National Restau- 

rant Association. 


Title: Billion Dollar Dish, 15 min. 
color, produced by Elan-Porter 
Productions, Inc. 


* This film shows the functioning 
of controls in the procurement, 
preparation, presentation and serv- 
ing of food in restaurants. The 
pitch is that canned foods enable 
the restaurateur to offer wider vari- 
eties and precise quantities more 
easily than with fresh foods. iy 






















How amazing new SUPER-40 
Shutter increases projector 


versatility and brilliance: 


1. Switch on at silent speed. The 
Super-40 Shutter automatically 
presents three shutter blades to 
produce 48 light interruptions 
per second, the motion-picture- 
industry standard for comfort- 
ably flicker-free projection. 


2. Switch to sound speed. Super-40 
Shutter shifts automatically to 
twe blades. You can see the 
picture brighten by more than 
40%! Yet there are still 48 light 
interruptions per second, and 
your movies remain comfort- 
ably free from flicker! 


~ 


3. Or lock the shutter in 3-bladed 
position when you don't need 
the extra brilliance. (To return 
to automatic shifting, just re- 
lease the locking lever.) 


a 


Kodak shutter development combines 
ORS, sound-and-silent versatility with 


40% extra sereen brilliance! 





Now in Pageant A-V models without extra cost... 


Kodak’s amazing new SUPER-40 Shutter 


Kodascope Pageant Sound Projectors have long been respected 
as Outstanding in all 16mm. sound projection’s most important 
characteristics. Exclusive permanent pre-lubrication, for ex- 
ample, makes Pageants the easiest of all projectors to main- 
tain, the surest to use, and the most permanently quiet in opera- 
tion. And there are other features, like the unique sound- 
focusing Fidelity Control and the built-in field-sharpening 
element, that make Pageants outstanding in sound and picture 
quality, too. 

Now, with the Super-40 Shutter, there’s still another basis 
of Pageant superiority. This amazing shutter provides more 
than 40% extra illumination at sound-speed operation; yet 
thanks to its automatic-shift feature, movies are comfortably 
free from flicker at both sound and silent speeds. 


Pageant Sound Projectors, more than ever, merit top recom- 
mendation, because Pageants have now achieved a versatility 
of performance never before approached in 16mm. projection! 
The Super-40 Shutter equips Pageant A-V Model Projectors 
for both sound and silent operation ... makes them capable 
of projection not only under “normal” conditions, but also 
under difficult conditions of illumination, in hard-to-darken 
rooms, in large halls—wherever additional brilliance, extra- 
long “throws,”’ or unusually large images are required! 

The Super-40 Shutter is supplied without extra cost in any 
of three new Kodascope Pageant Sound Projector models of 
varying amplifier output and speaker capacity. See your 
Kodak Audio-Visual Dealer for full details...or just mail 
the coupon for a new free Pageant Projector catalog. 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N.Y. 














NAME 

Please send catalog on 

new Pageant Projectors tees 

with Super-40 Shutters. ORGANIZATION 
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city 
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The FACTOR 


A Column of Production Notes 
G View points for the Sponsor 


We are proud of the opportunity to demonstrat 
further the # Factor in our current productions 
Among these is the 45-minute color film for the 
New York Teterrone Company. This picture 
which will be seen nationwide by telephone per 
sonnel, was designed as an employee relations film 
but its high degree of entertainment and general 
interest make it adaptable to any type audience 


++ + 
The # Factor is again reflected in our unusual ap 
proach to TV spot commercials. We make certain 
that our “TV spots” contain the same selling im 
pact as our longer commercial and dramatic films 
Watch them on “Sergeant Preston of the Yukon 
for Quaker Oats. 


++ + 
“Sergeant Preston of the Yukon” is representative 
of the quality TV dramatic series that we product 
. Premiered in September over CBS-TV nation 
wide network, Sergeant Preston was enthusiasti 
cally received. 


“Has all the potentialities for 
popularity ... A factor is the 
impressive production . . .” 

— Hollywood Reporter 
“Sergeant Preston has just 
about everything.” 

—Jack O'Brian 
syndicated columnist fot 
New York Journal-American 

“Sergeant Preston Tops in TV Fare. . .” 
—Los Angeles Herald Express 
++ + 
“King (Preston's dog) is entitled to extra rations...” 
—Jack Gould, New Y ork Times 
+++ 
Sgt. Preston is being contract produced in wide 
screen EAstMAN color for ‘Trendle-Campbell 
Maurer, Inc. and is sponsored by the Quaker Oats 
Company (Agency—Wherry, Baker & Tilden) 


+++ 
Ihis is the kind of diversified operation we do for 
our clients, from coast to coast. 


The ' 
ay J Fe ee. sal 


‘Prods uctions nc. 


In Hollywood: 
HOllywood 2-6555 





We invite your inquiry. 


in New York: 
Circle 6-6915-6 


hodu tions 


ELEVISION 





AN EVENT IN BUSINESS FILM HISTORY 


First T.A.T. Flight in 1929 Filmed 
by Speidell; Forerunner of Today 
* The nation’s first transcontine ntal air pas- 
senger service is just 26 years old in °55. As the 
past two and a half decades of unbelievably 
swift progress wing their way through the jet- 
stream of history, the Editors of BUSINESs SCREEN 
turn you back briefly to a memorable first page 
when Transcontinental Air Transport announced 
its revolutionary service — New York to Los An- 
geles in 48 hours. 

An old print of the film of that first com- 
mercial airline in 1929 turned up recently in the 
vaults of Audio Productions, Inc. It was pro- 
duced by Audio’s president, Frank Speidell, then 
director and editor for Visugraphic Pictures, Inc., 
assisted by Alex Gansell who is now a producer- 
director for Audio. As far as we know, it’s the 
first complete airline picture ever made. 


Lindbergh, Amelia Earhart Were There 
TAT, billed as “The Lindbergh Line.” com- 


bined both rail and air service for the coast-to- 
coast trip. Charles A. Lindbergh and Amelia 
Earhart took active roles in the historic affair, 
“Lindy” flying his Curtiss Hawk “inspection 
plane” alongside the Ford Tri-motor which 
carried the first passenger loads. 

The “first flight” feature has another historic 
touch as one of the earliest sound pictures for 
business. Through all the years, the sound rates 
surprisingly good despite the technical limita- 
tions of that period. Musical background features 
tunes familiar to the geography of the trip. . . 


the St. Louis Blues ... California, Here | Come. 


These Sequences Have Familiar Look 
Airline service and maintenance made a good 
start, right from the beginning. Frequent engine 
inspections were pointed out in the film; scenes 





Encouraging the ladies to travel by air was (right 
foreground) Mrs. Frank Speidell, shown enjoying 
a meal aloft on historic early flight. 


of lunch being served aboard herald the “delici- 
ous food” served on this TAT flight. 

The film, produced in 35mm, played a large 
number of the nation’s theatres as a prominently 
billed short subject and was accompanied by 
reams of local newspaper publicity in cities 
across the land. 

TAT was the forerunner of today’s TWA and 
when Frank Speidell went over to Audio Pro- 
ductions, founded by Western Electric in the 
early 30's, some of the best of the old Visu- 






Flying a Curtiss Hawk (at top), Charles A. Lind- 
bergh accompanied the T.A.T. passenger ship on 
one leg of first transcontinental flight. 


graphic staff went along with him and are still 
there. 

This month, as cinemactor Jimmy Stewart 
completes shooting sequences at Le Bourget in 
Paris, and the “Spirit of St. Louis” takes the air 
again in a forthcoming feature on Lindbergh’s 
life, this first airline motion picture takes on 
fresh significance. It might be a good idea for 
TWA to build a new picture around it . . . there’s 
real appeal in this fascinating story of a begin- 
ning that has meant so much to the nation... a 
preface to modern air transport history. ag 


% at * 


Predicts Shortage of Film Animators 
Soon to Become Industry Problem 


* In anticipation of expected demands of color 
television, Walter Lowendahl, executive vice- 
president of Transfilm Incorporated, said, last 
month, that the present shortage of motion pic- 
ture animators will soon pose a serious industry 
problem. Lowendahl, who is currently president 
of the Film Producers Association of New York, 
predicted that television commercials, especially, 
will rely heavily on animation because such 
films allow for greater color control than live 
action. Sponsors, he said, will find this a most 
important consideration. 

The present shortage, brought on by the de- 
mands of television, exists among all the skills 
necessary in animation production. These include 
designers, inkers, in-betweeners and opaquers, he 
said. According to a spokesman of New York 
Local 841 of the Motion Picture Screen Cartoon- 
ists, there is now full employment among all 
animation workers despite a usual summer drop. 

The need and opportunity for specialty schools 
to train animators is a great one. There are no 
such private schools today despite the good pay 
animation workers now enjoy. At least two of 
the major theatrical animation companies do con- 
duct a limited training program, but these hardly 
fill the needs of the industry. Producers of TV 
commercials and industrial films do occasionally 
employ novices for training, but any large scale 
program would seem to be impractical. 

The pay scale of animation workers is higher 
than in other art fields, said Lowendahl. This 
point alone should attract many talented artists 
whose skills can be adapted to animation. The 
need is evident now and will certainly increase, 
he said. Private schools should take this into 
consideration. Limited courses in animation 
could also be offered to advertising agency exec- 
utives who would find such training invaluable. 


Sa iene 
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that makes a better motion picture, 


TV presentation or convention 
FOR YOU? 


It is the INTANGIBLES...the things you can’t see, over and above the 
normal skills and facilities, but which determine the basic quality of all 
creative work...the things that make a great craftsman or artist. 


R ...starts with individual INSPIRATION...from which is born 
~ the IDEA that motivates fine work...it ends with 
EXECUTION ... the ability to carry to an intelligent, work- 
manlike completion the idea that solves your present problem 
...and gets results! 












“Typical of the many clients who tell us that they find @ —_— 
motion pictures and allied media by Charles E. Skinner and his associates are: 


@ AMERICAN TELEPHONE & TELEGRAPH CO. and associated BELL Companies. , 


“NOW YOU CAN DIAL’ and ‘‘DIALING TIPS” in Eastman Color, currently in release in wide-screen theatres, on 
TV, and non-theatrical... Obtaining outstanding public influence results. 


@ NATIONAL DISTILLERS CORP. through LAWRENCE FERTIG AGENCY 


for OLD CROW BOURBON. 
4 COLOR FILMS for sales programs... assisted in stimulating salesmen-distributors, 
which placed OLD CROW sales ahead of ALL LEADING BOURBONS. 


@ UNITED STATES RUBBER CO. 
Our original revolutionary sales device used with COMPELLING EFFECT in sales meetings. 


The Charles E. Skinner Productions | 








General Offices and Studios Rental Studio Facilities 1600 Broadway 
6226 Yucca (at Argyle) New York « Detroit Suite 312, New York, N. Y. 
Hollywood 28, Calif. « HO. 2-6555 Miami CIrcle 6-6915-6 
ANNOUNCEMENT: 
= 





OR reflected in* 





Because of our expanding operation we have taken over complete studio facilities in 
Hollywood, to fill our many added diversified requirements in the production of... 


e@ TV Dramatic Programs e TV Commercials and Spots @ Theatrical Subjects 
@ Business, Industrial and Commercial Films 


T. M. Reg. 
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SPECIALISTS IN VISUAL SELLING 
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IN MOTION PICTURES 


AND SOUND SLIDE FILMS 








IN ADVERTISING 
ILLUSTRATION 


BARR 


ALWAYS SHOOTS TO SELL 


NEW YORK 


200 East 56th Street 


CHICAGO 


16 East Ontario Street 
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instruments of Rocket Flight 
Shown in “Eye of the Range” 
* Optical and electronic devices 
used to instrument a rocket or guid- 
ed missile flight are shown in Eyes 
of the Range, a new 20-minute color 
motion picture released for local 
distribution by the Flight Determi- 
nation Laboratory, White Sands 
Proving Ground, N.M. 

The film depicts data reduction 
and film processing equipment em- 
ployed at FDL. A special sequence 
is devoted to the UNIVAC—the 
giant electronic brain that FDL 
uses to compute the final report on 
a missile flight. 

Eyes of the Range also shows 
NIKE and Corporal rocket firings 
along with actual data films of a 
NIKE intercepting its aerial target. 
The film’s climax shows accelera- 
tion sled tests at Holloman Air De- 
velopment Center. 

The film employs a new high 
fidelity sound system, recently per- 
fected in Hollywood, that authenti- 
cally reproduces missile and rocket 
sounds, telemetry signals, timing 
pulsations and many other audio ef- 
fects in their true perspective. It 
was filmed in the new Eastman 
Color process, 

Eyes of the Range was completed 
in Hollywood by the White Sands 
Signal Corps Agency Pictorial Divi- 
sion. It was produced by William 
Lieberman, directed by Henry Bal- 
cerzak from a script by Wyndel 
Haynes and Robert B. Steel. 

7 ~ * 
Coast Guard Releases Film 
on Philippine Loran Stations 
* Loran Comes to Batan, a new 
l6mm documentary in color, was 
released by the United States Coast 
Guard in September. 

The 28-minute film records the 
planning and erection of a chain of 
Loran stations in the Philippine 
area. Emphasis is on the Batan Is- 
land station, where construction ac- 
tivities are followed from breaking 
of the ground to on-air operation. 
The film is cleared for television. 


te * a 

New Films Listed in 

U.S. Steel Catalog 

* Latest edition of the 
U.S. Steel Corporation 
motion picture catalog 
contains listings of four 
recent films, Barns for 
Better Dairying (28 
min.)}; Sinews of the 
South (34 min. restricted 
to southern states) : The 
Suspension Bridge (26 
min.) ; and The Waiting 
Harvest (23 min.). Free 
copy is available from 
525 Wm. Penn Place, 


Pittsburgh 30. 








Meet “John Henry” in the new Gerber-spon- 
sored motion picture now available. 
Gerber Products Sponsors 

Film on Infant Nutrition 

* The Gerber Products Company, 
Fremont, Michigan, makers of foods 
for infants. has launched its first 
film, Mealtime for John Henry. 

This 27-minute, black and white 
picture shows parents, grandparents 
and parents-to-be the importance of 
good nutrition to growing infants. 
It is anticipated that hospitals will 
use the film in pre-natal courses for 
expectant mothers. 

Produced by Wilding Picture Pro- 
ductions, Inc., the film will be circu- 
lated to private groups and television 
stations by Modern Talking Picture 
Service, Inc. Gerber representatives 
also will make use of prints. 


- * * 


Kling Producing Seven Films 
for General Electric Company 
Seven product films for General 
Electric Company, Louisville, Ky.. 
currently are being produced at 
Kling Film Productions, Chicago. 

The pictures, in Eastman color, 
are on combination washer-dryers, 
ranges, kitchen centers, freezers, air 
conditioners, refrigerators, washers 
and dryers. Each runs from 10 to 
15 minutes in length. 

Two crews are shooting simul- 
taneously. Directors on the series 
are Lloyd Bethune, Don Zabel and 
Bob Edmunds. Dave Savitt, A.S.C., 
and Peter Wexler are the camera- 
men. Kling writers Hilly Rose and 
Ruth L. Ratny cooperated on the 
project. 





Score your next 


picture at 


Langlois Filmusi¢, Ine. 


619 WEST 54TH STREET 
NEW YORK 19, N. Y. 


JUdson 6-4155 


Hollywood - Toronto - London - Paris 
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DAILY LIGHT TESTS are shown to Du Pont 
Technical Representative Jack DuVall 
by Director of Photography Bill Brad- 
ford. In center is Director George 
Archainbaud. 


le a 
Be 


e 


GENE AUTRY’S FLYING-A RANCH is the locale for a scene from the “Buffalo 
Bill, Jr. Show.” For outdoor shooting under a wide range of lighting con- 


ditions, Director of Photography Bill Bradford depends on Du Pont 


“Superior” 2 


“*“Superior’ 2 has plenty of flexibility... 
helps us meet tight TV schedules,” 


“Shooting TV Westerns really keeps us 
going at a fast pace!” comments Bill Brad- 
ford, “but Du Pont ‘Superior’ 2 helps us 
keep right on schedule. It’s seldom that we 
miss getting all the action on film on the 
first take. 

“I’ve used ‘Superior’ 2 for several 
years,” the veteran photographer con- 
tinues. “‘Superior’ 2 speed, latitude and 
image quality are exceptionally good, and 
I appreciate the helpful service I’ve al- 
ways had from Du Pont Technical Repre- 
sentatives. The resolution of Du Pont Film 
is excellent, too — gives us really fine pic- 
ture quality.” 

Bill Bradford’s been shooting Westerns 
ever since 1923 and was First Cameraman 
on one of the first motion picture series on 
television. “In shooting for TV,” the well- 


says Bill Bradford, ASC, Director of Photography, Flying-A Productions 


known photographer says, “the range of 
subject contrast is considerably lower than 
for motion picture work. The flexibility of 
‘Superior’ 2 meets this need. Our camera- 
men shoot without restrictions... have al- 
most unlimited freedom.” 

There’s a type of Du Pont Motion Pic- 
ture Film to meet your requirements: tele- 
vision ... studio. . . feature . . . instrumen- 
tation . . . sports . . . newsreel and high 
speed. To be sure of the best, specify 
Du Pont Film in any standard length (100 
to 3,000 feet). 


RE6.u. 5 Pat. OF 


Better Things for Better Living . . . through Chemistry 


DU PONT MOTION PICTURE FILM 
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FOR MORE INFORMATION 


. write or call the nearest Du Pont Dis 
trict Office (listed below) or the Du Pont 
Company, Photo Products Department 
Wilmington 98, Delaware. In Canada 
Du Pont Company of Canada Limited 
Montreal 


DISTRICT OFFICES 


ATLANTA 5, GA.. oe 
BOSTON 10, MASS. 
CHICAGO 18, ILL. 
CLEVELAND 14, OHIO 
DALLAS 7, TEXAS 

LOS ANGELES 38, CALIF 
NEW YORK 11, N.Y 
PHILADELPHIA 2, PA 


805 Peachtree Bidg 

140 Federal Street 

3289 N. California Ave 
1033 Union Commerce Bidg 
1628 Oak Lawn Ave 

7051 Santa Monica Bivd 
248 West 18th Street 


225 South 15th Street 
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Dramatic 


NEW 


Teaching Aid... 








AMERICAN OPTICAL 
OPAQUE PROJECTOR 


Here’s a simple way to project books, papers, coins, lab samples 
directly on a screen. An AO Opaque Projector, with the large 
10” x 10” aperture, projects practically anything that’s opaque, 
and not more than 34” thick. Blows it up on a screen, large 
enough for whole audiences to see. People understand quicker, 
remember longer when they can see what you are talking about. 





<iniimiie : 











In Schools, Churches. Project test 
papers for comparison, news clip- 
pings, coins, gears. Show Bible 
Stories, pictures from books and 
other teaching materials. 


In Business, Industry. Magnify 
products, papers, objects on screen 
so customers, salespeople, audiences 
of all kinds can see better, learn 
better, compare and inspect. 


Costs Little to Run. With an AO 
Opaque Projector there is no film 
to buy no rentals to pay — no 
slides to make the whole world 
provides your material. 


Simple to Operate. Just flip a switch 
and insert copy. The AO Opaque 
focuses easily — keeps projected ob- 
jects cool. Readily portable, 1000 
watt lamp gives unmatched screen 


brilliance 








pa 


Optical 


TT.M, Reg. by American Optical Co. 





AO Educator 500 


Your brightest buy for 2” x 2” slides and 


film strips. 500 watt 
3%", 5” 


- blower cooled 
or 7” projection lens. 





CHELSEA, MASSACHUSETTS 















16mm Picture Converted to 
Filmstrip by Wolff Studios 
* Unusual treatment of a sound- 
and-color 16mm motion picture to 
convert it to a reading film strip 
has been completed by the Raphael 
G. Wolff Studios, Inc. of Hollywood 
for use by the American Meat In- 
stitute as a feature of the latter’s 
display at the Cologne Food Fair in 
Germany in October. 

Twenty-eight key scene frames 
from This Is Life, the 29-minute 
film produced by Wolff Studios for 
AMI four years ago, have been 
transferred to 35mm Eastman color. 
Each frame is preceded by a title 
card, in German, using the gist of 
the narration which covered the 
original pictures. The resultant read- 
ing film strip is designed for a 
running time of approximately 10 
minutes, 

Wolff Studios currently also is in 
production on a new sound and 
color motion picture for the Ameri- 
can Meat Institute entitled Three to 
Get Ready, to be completed late this 
year. 

a u e 

RCA’s Compatible Color TV 

at Biological Photo Meeting 
A compatible color television sys- 
tem developed by the Radio Cor- 
poration of America for medical use 
was shown before the convention of 
the Biological Photographie Associ- 
ation, held in Milwaukee, Wiscon- 
sin, August 30. 

The new system can be used for 
closed-circuit color tv applications 
or for handling program material 
over commercial tv 
cording to L. E. 


facilities, ac- 
Flory, RCA 
scientist. who conducted the show- 
ing. 

The BPA embraces medical. edu- 
cational and industrial technicians 
engaged in the preparation and pre- 
sentation of visual programs, such 
as films, charts, and slides, for in- 
structional and demonstration pur- 


pe ses. 





Scene above is from the new Kodak film 
“Meet Photoscreen Printing’’—of special in- 
terest to graphic arts executives. 


Photoscreen Printing Shown 

in Kodak Promotional Film 

* Art directors, advertising clubs, 
and photoscreen printers are ex- 
pected to find useful a new film, 
Meet Photoscreen Printing, pre- 
pared by the Eastman Kodak Com- 
pany and now ready for national 
distribution. Potential audiences in- 
clude printing customers, service 
and community clubs and technical 
groups. 

Produced in color, the 15-minute 
film tells the story of photoscreen 
printing’s abilities in printing any 
color on any object. Made in Ko- 
dak’s department of manufacturing 
experiments—where the Kodak Ek- 
tagraph process continually is tested 
under trade conditions—the picture 
shows how the versatility, accuracy 
and sharpness of photography have 
been with the manual 
skills of the silk screen artist to pro- 
duce this new technique. 

Companion to the film is an eight- 
page pamphlet which also stresses 
the hundreds of ways photoscreen 
printing can be used in advertising, 


combined 


sales promotion or wherever the 
printed image is needed. 

Meet Photoscreen Printing is 
available without charge on request 
to: Camera Club and School Service, 
Eastman Kodak Company, Roches- 
ter 4, N. Y. Copies of the pamphlet 


for audience distribution also are 
available without charge. Lg 








Vistascope 16 35mm 
Lenses Available 

The 16/35mm Vista- 
scope wide-screen lenses, 
featured at this sum- 


mer’s National Audio- 
Visual trade show in 
Chicago, are available 


for immediate delivery. 
Both projection and 
taking lenses are eco- 
nomically priced. For de- 
tails write Vistascope 
Corp., 100 Central Park 
South, New York 19. A 
review of recent work 
done with this lens will 
appear soon. 


C aise 
Wold 


A beautiful script for titles 


One of many typefaces available in Knight Studio Titles 


KNIGHT STUDIO 


159 East Chicago Avenue, Chicago 11, Illinois 


These lines set 
in 60 point size 


Available in 36, 48, 
60 and 72 pt. sizes 
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NUMBER 6 ®* 


A star performer always ...one that you can 
depend upon to provide a real showing—not a 
show of mechanical temperament. For quick, 
easy threading, for silent mechanism, for clear, 
steady pictures and smooth, clean sound—choose 
the RCA 400 16 mm sound projector. With 
your first experience you'll appreciate why novice 


AUDIO-VISUAL PRODUCTS 
RADIO CORPORATION 
of AMERICA 


ENGINEERING PRODUCTS D/V/SiON 
CAMDEN, N. J. 
In Canada: RCA VICTOR Company, Limited, Montreal 


VOLUME 16 ¢* 1955 


LLL 


NAME 


ADDRESS 


CITY _ 


WITHOUT TEMPERAMENT 


operators develop confidence in their abilities 
when using this simple, tamper-proof machine. 
Even beginners learn quickly to put on a 
show in 5 minutes with an RCA 400! Ask your 
local RCA Distributor for a demonstration at 
your convenience . . . or send coupon for further 
information today. 


a ee eT = 
Radio Corporation of America 
Dept. WB-25, Building 15-1, Camden, New Jersey 


Please send me further data on RCA 400 Senior and 
Junior Sound Film Projectors. 


—— ZONE STATE____ 
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Continuing an Editorial Symposium on Today’s 


Visual Presentation Technique 


Producer Executives Give Their Views on the 
Effective Use of the Sound Slidefilm Medium 


Commentary on 5Slidefilms 


by Pud Lane, Vice-President, Slidefilm Division, Transfilm, Inc. 


recently edi- 
the need for a 
public relations campaign to pro- 
mote the 16mm motion picture in- 
dustry. We in slidefilms need such 
a program, too. By far, the greater 
percentage of business and indus- 
trial firms do not use this visual aid 


B' SINESS SCREEN 


torialized on 


in their sales and training programs. 

Potential users of such film must 
be taught that the modern sound 
slidefilm is a great improvement 
over the clumsy and poorly con- 
ceived slide systems of the past. We 
must destroy the old conception that 
slidefilms are a “poor man’s motion 
picture”. Good public relations will 
help accomplish this. 

Because new techniques and pro- 
jection equipment have been intro- 
duced by the slidefilm industry, our 
job of education is doubly impor- 
tant. At Transfilm, we ask ourselves 
a very basic question before ad- 
vising the use of any one system. 
Will deviation from the standard 
method of production and _ projec- 
tion improve, have no effect or de- 
tract from the message of the film? 
From this point, we then consider 
budget and work out the best pre- 
Slidefilms and 


pictures do have this one point in 


sentation. motion 
common ... the most expensive pro- 


duction is not always the most 
effective. 

if the use of wide screens and 
appropriate lenses have no added 
impact to a slidefilm presentation, 
why go through the expense of 


added equipment and larger screen- 


ing facilities? Unless widening the 
field of vision gives the viewer a 
greater grasp of the film’s message, 
the use of such equipment becomes 
an additional production expense 
and a misuse of promotional 
moneys. This applies mainly to the 
workaday film which pitches dol- 
lars and sense ideas to a captive, but 
willing audience. In other instances, 
especially conventions where large 
audiences are a bit of 
“splash” may be helpful and leave 
a more lasting effect. 


involved, 


The purpose of the majority of 
slidefilms is not to entertain. There- 
fore, the entertainment values of new 
dev ices should be secondary con- 
siderations. If the prime objective 
... that of selling, training or in- 
spiring...is considered first, any 
which 
as a result is so much gravy. 


entertainment value comes 


Slidefilms should not be made to 
emulate or compete with motion pic- 
tures. If we persist in pacing the 
slidefilm to the motion picture, we 
will surely 


perpetuate the “poor 


man’s film” concept. 

We in the industry must give 
slidefilms the distinction they de- 
serve. For the moment, let us not 
rush to make all slidefilms wider. 
deeper, louder, taller. more colossal 
or stupendous. Let us, instead, give 
slidefilms a greater dignity by hav- 
ing them accomplish the jobs for 
which they 


were conceived. Re- 
sults will bring recognition and 
acceptance. I: 


From the Agency Viewpoint 


by C. Robert Isely, President, Pilot Productions, Inc. 


ry ‘ue Morton Picrure and films 
for television have come to be 
considered a more “glamorous” 
type of activity, which may have 
contributed to the neglect of the 
sound slidefilm. 
We should 


all remember, how- 


ever, that the workhorse of our in- 
dustry, the sound slidefilm has moti- 
hundreds of 


vated thousands of 


sold 


billions of dollars worth of goods 


salesmen, who in turn have 
and services. It has trained count- 
less service personnel to the end 
that they have kept tractors, trucks 
and various other mechanical de- 
vices in top operating condition 

thus preserving the inventory value 
of our economy. And perhaps most 
important of all, the sound slide- 






film has increased efficiency by help- 
ing people to communicate with 


other people. 


Specifically, we should like to 
describe a current and growing use 
of the medium in the advertising 
agency field. 


Agencies must, of course, pre- 
pare their campaigns six months to 
a year in advance. These plans re- 
volve around a central theme, and 
in order that the result be con- 
sistant roughs, layouts, and 
similar visual material must be pre- 
pared for the entire campaign . . . 
at least in the broad details. 


This early planning material must 
be approved by the Client, and in 
the past has been looked at and dis- 
cussed by the men involved, around 
a table or in a meeting. 

Many agencies now prepare a 
color slidefilm, using as pictorial 
material the rough drawings, mar- 
ket analysis, and similar related ma- 
terial. The description of the cam- 
paign is on the recording. 

Using the slidefilm medium, those 
people who must approve such a 
program can see clearly the visual 
aspects of their campaign, at the 
same time they hear a considered 
and lucid description. Perhaps most 
important of all, ths program can 





be presented in it’s proper sequence, 
and with it’s continuity uninter- 
rupted, 

Another variation of this same 
type of use involves a different audi- 
ence. Many times the sales manager 
wants to show his distributors, dis- 
tributor salesmen, and his own 
regional sales staffs, what kind of 
national advertising is backing up 
their efforts. 

A sound slidefilm can show what 
magazine ads, newspaper ads, bill- 
boards, and point-of-purchase ma- 
terial is in the planning stage for 
the next six months or year. 

The sound slidefilm condenses in 
a small, efficient package, a multi- 
tude of facts, plans and items of a 
visual nature. It lets a salesman in 
Nebraska in January see what bill- 
boards in his area will show in 
June; what ads in “Life” will look 
like in September; what store ban- 
ners will be used in December: and 
the basic sales philosophy behind 
the whole campaign. 

In our opinion, the sound slide- 
film medium is successful in the 
agency communications field be- 
cause of it’s three basic attractions: 
economy, short fast production 
schedules, and flexibility to allow 
inclusion of many varied kinds of 
visual material. 


Memo to Producer Salesmen 


by J. J. Chisholm, Sales Manager, Associated Screen News, Ltd. 


M ANY PRODUCTION SALESMEN in 


the motion picture industry 
overlook one of the most versatile 
and successful audio-visual aids 
used commercially, the sound slide- 
film. Too many producer-salesmen 
think only of the sound motion pic- 
ture when discussing the use of 
film with a prospective customer 
and pay little attention to the re- 
quirements of the customer. In some 
cases, other visual aids can prove 
to be more profitable to the client. 
In reality, these producer-sales- 
men do not do justice to either the 
customer, the business film industry 
as a whole or to themselves. The 
producer-salesman who sells audio- 
visual aids should be an authority 
on the use and purpose of the dif- 
ferent aids, methods of production 
and methods for successful distribu- 
tion. In the eyes of the client, the 
salesman is the producer's repre- 
sentative and is, therefore, con- 
sidered to be an authority on all 
audio-visual aids. His responsibility 
step further for on the 
strength of his proposals, he has 
either developed and produced a 
successful aid for his customer or, 


goes a 


because of poor judgment, he has 
soured his client from 
sidering this medium again. 

Let us pan to a close-up of a 
discussion between a film producer- 
salesman and a 


ever con- 


woolen manufac- 
turer who turns out woolen yardage 
that is sold nationally. They are dis- 
cussing a proposed film. The manu- 
facturer has a limited budget. The 
woolen market is in a 
distressed 


somewhat 
state due to so many 
synthetic materials on the market. 
His competitors are underselling 
him slightly with inferior product 
and his salesmen need a good, prac- 
tical convincer to break down sales 
resistance and increase volume. 
The manufacturer would like to 
produce a sound, color motion pic- 
ture of his manufacturing plant to 
stress quality in his merchandise, 
styling in his patterns. etc. He has 
some sound selling points. He uses 
pure, color-fast vegetable dyes much 
superior to his competitors’ less 
substantial mineral dyes. In weav- 
ing, he uses a uniform twist in his 
yarns, thereby eliminating flaws and 
uneven weave. His patterns are just 
(CONTINUED ON PAGE 62) 
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States 


July 21, 1955 


Mr. Kern Moyse 

Peerless Film Processing Corp. 
165 W. 46th Street 

New York 36, N. Y. 


Dear Mr. Moyse: 


During the past 2 years, you have completely checked, 
repaired and rejuvenated between 30 and 35 prints of 
8 different motion pictures used by our field sales 
organization. 


You handled this job very thoroughly and competently 
and did everything that you could to protect our invest- 
ment and to get the work done within our budget. 


The finished results have been highly satisfactory to 


all of us including our management people and our field 
sales organization. 


We appreciate your excellent handling of this job for 


us, and as we have further work of this type, we will 
certainly plan to send it along to you. 


Very truly yours, 
UNITED STATES GYPSUM COMPANY 


YR Y0admar- 


H. R. Deadman, 
Manager, Advertising Department 























{CONTINUED FROM PAGE 60) 


a little different and more appealing. 
Above all, his plant and equipment 
are spotless and his employees are 
trained 
hands. 

However, 


experts, not just factory 
because of the location 
of his factory and scattered distri- 
bution, he cannot bring his custom- 
ers to the factory. Reasoning that 
pictures of some sort will enable 
him to tell the story and sell more 
goods, he has called in a well-known 
producer to advise him of costs, 
procedure and distribution. 

After listening to his story, the 
producer-salesman finds that the 
budget will allow for a 16mm color, 
sound picture but with not money 
left over for projection equipment 
or additional prints. This plan is 
immediately discarded by the pro- 
ducer-salesman. They then discuss 
the possibility of a short, silent pic- 
ture. The producer-salesman points 
out that this would be equally fool- 
hardy as it would be too expensive 
and a picture without sound would 
not carry impact. At this point, the 
producer puts forth a sound, prac- 
tical approach to the problem. A 
sound slidefilm in color. 

His reasoning was thus: The 
small budget would provide for a 
slidefilm that contain all 
necessary pictorial information and 
the sound on record would tell the 


would 


story in a truly convincing manner. 
Each salesman could be provided 
with a complete kit containing a 
small, portable sound film projector, 
copy of the color filmstrip and a 
record. The sales story would be 
approved by the manufacturer, his 
sales-manager and his advertising 
department. 

In using the slidefilm, the sales- 
man would have a selling tool that 
could be shown to individuals or 
small groups in any customer’s of- 
fice or sales room. The equipment 
is easily carried and can be set up 
very quickly in any office or hotel 
room. The presentation would 
arouse the customer’s curiosity and, 
in seeing it, he would be more con- 
vinced of the quality of the manu- 
facturer’s product. In short, it 
would build a better relationship 
with the client both for the company 
and the salesman. 

This sound selling on the part of 
the producer-salesman made a new 
customer for the motion picture in- 
dustry ——a customer whose problem 
was intelligently analyzed and who 
conclude that 
visual aids were a costly venture 
that did not produce results and 
drop them from any future sales 


would . not audio- 


planning. In this case the producer 


was honest in his sales procedure. 
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AN EYE-FILLING MOMENT FROM “SOFT AS A Bon 








This lovely miss enjoys the benefits of soft water in one of the lighter moments 
from the Dow Chemical Company’s “Soft As a Cloud.” 


/f you're in the 
MOVIE business J 





...and should have 


fades, dissolves 
and WIPES... 


~~ Calvi, Co. 
Complete Services . . . Color Processing & Printing, 
B/W Processing & Printing, Recording, Editing, 


Optical Effects, Animation, Titles and Magnetic 
Sound Striping 


THE CALVIN CO. 


1105 TRUMAN ROAD 


KANSAS CITY 6, MISSOURI — HA. 1230 








(CONTINUED FROM PAGE 50) 





states that while soap and detergents 
help to a degree in the cleaning job, 
nothing really excludes the scum- 
formed disasters caused by hard 
water except soft water. Water- 
softener equipment in the home, 
utilizing high-capacity resins is the 
real solution, the film says. Such 
equipment assures rain-like water 
for all cleansing purposes. 
Premiered in New York, Chicago 
and Los Angeles, circulated by deal- 
ers who have initial priority on 
prints, plugged by home experts, 
shot to public-service-time audiences 
on television and distributed on a 
steady national basis by Modern 
Talking Picture Service, Inc., on 
free loan, Soft as a Cloud will be 
bringing Dow Chemical Company’s 
resin-soft water ideas to home- 
making clinics, general adult groups, 
secondary schools and colleges. Dur- 
ing the cocktail hour, Dow official 
ears heard favorable comments. 
Soft as a Cloud was out in time 
for National Soft Water Week, Sep- 
tember 12-18. Modern Talking Pic- 
ture Service arranged 25 telecasts of 
the film for that week. Dow’s film is 
beginning its long range job of con- 
vincing homemakers that in an age 
of appliances hard water is “old 
fashioned.” The film can serve to 
arouse keener interest in the more 
detailed printed matter which Dow 
research has inspired. Dow expects 
that the kind of enthusiasm gener- 
ated at the premiere can be used by 
soft water equipment dealers to 
draw attention to themselves and 
their wares and to rally the dealers 
to a new market. Ly 


* aa * 


Safeguarding Power Lines 


Westinghouse Film Task 
Sponsor: Westinghouse Electric 

Company. 

Title: Power to Protect, 16 min, 
color, produced by Depicto Films, 
Inc. 

* Westinghouse, in this film, shows 

the history of lightning protection, 

from the early experiments of 

Franklin and others, to the most 

modern devices which prevent dam- 

age to the nation’s power trans- 
mission facilities. 

With a script by Oeveste Grand- 
ucci, Depicto Films has made the 
picture as a Filmagraph (slide- 
motion technique) with special ef- 
fects which make it a unique and 
handsome presentation. Artwork for 
the film (by Marilyn Fisher) was 
done in crayon on pebble grain 
boards, giving a deep, opalescent 
quality to the film. Also notable is 
a striking use of black and low-key 
colors not usually seen in art ani- 
mation. sg 
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With successful color film producers, 
Ansco Type 238 Duplicating Film is tops 


“Consistently outstanding” is the phrase commonly used to describe the work 

of Campus Film Productions. But those who know Nat Campus well are 

not mystified by this continuing record of successful pictures. 

For Nat, the guiding hand of his organization, has been directing and producing 
fine motion pictures in color for twenty-one years. 

Although his films have covered a wide variety of subjects, Nat recently has 
specialized in human relations pictures in color. A perfectionist in story 

and detail, it was only logical that Nat should have been one of the first producers 
to recognize the superior qualities of Ansco Type 238 Color Duplicating Film. 





Nat Campus, Campus Film Productions, New York 


Among the recent Campus productions printed on Ansco Type 238 are: 
“That the Deaf May Speak” 
“And So They Grow” 
“Three to Make Ready” 
‘“*There’s Color in Your Life” 
‘“Nephrosis in Children” 
‘‘Broncho Pulmonary Segments” 





Why not let the record of successful producers and film laboratory management serve as 
your guide? Insist on Ansco Type 238 Color Duplicating Film for printing your next 


Ansco production! 


Binghamton, N. Y. A Division of General Aniline & Film Corp. “‘From Research to Reality.” 
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M. L. CLOUGH 


M. L. Clough, Management 

Executive, Joins Strauss & Co. 
*M. L. Clough, recently Director 
of Management Development for 
the Studebaker-Packard Corporation 
(as a member of Anna M. Rosen- 
berg Associates), has joined the 
staff of Henry Strauss & Co., Inc. 

Mr. Clough has a fifteen year 
background in management and 
sales training. In his post with 
Studebaker-Packard he was charged 
with implementing a company-wide 
communications and training pro- 
gram covering the whole range of 
supervisory activities from human 
relations and contract interpreta- 
tion to grievance handling, quality 
maintenance and cost control. 

Prior to Studebaker, Mr. Clough 
served as associate director of the 
AMA School of Management. In 
this capacity, he planned and ad- 
ministered national conferences for 
the Association’s Personnel and 
Manufacturing Divisions, and par- 
ticipated in the creation and direc- 
tion of the AMA’s Management 
course for senior company officers 
and directors. 

Mr. Clough has also held posts as 
Assistant Training Director for the 
Bigelow-Sanford Carpet Company, 
Inc., Training Director for E. R. 
Squibb and Sons, and Associate 
Professor of Personnel and Indus- 
trial Management at The Citadel. 
He was a consultant for manage- 
ment training to the United States 
Office of Education and precharter 
President of the Society for the Ad- 
vancement of Management. La 
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Cooper Named PR-Ad Director 
for Associated Screen News 

* Kenneth V. Cooper has been ap- 
pointed director of public relations 
and advertising at Associated Screen 
New, Ltd., Toronto. 

Jack Chisholm has relinquished 
this post to head Associated’s On- 
tario sales department and Toronto 
production unit. In addition, Cooper 
will manage the studio's theatre 
trailer sales division. 


J. R. von Maur to Depicto Films 
as the Executive Vice-President 
* John Hans, President of Depicto 
Films, Inc., has announced the ap- 
pointment of Jack R. von Maur as 
Executive Vice-President. 

Mr. von Maur’s activities will be 
directed toward visual sales train- 
ing and promotion programs. 


He was formerly with the market- 
ing services department of McCann- 
Erickson, Inc., as creative consult- 
ant for petroleum clients. 


* 7 * 


Florez Appoints Radcliffe 
Eastern Account Executive 
* Appointment of Victor F. Rad- 
cliffe as an account executive on 
the eastern 


seaboard for Florez, 


BUSINESS SCREEN EXECUTIVE 


News About the People Who Make Sponsored Pictures 


Inc., Detroit-based agency special- 
izing in training and manpower de- 
velopment, has been announced by 
G. A. Florez, president. 

Radcliffe has been in contact and 
planning work in the visual field 
with The Jam Handy Organization. 

na * * 
Green Joins George Blake, N.Y. 
@ Charles H. Green has joined 
George Blake Enterprises, Inc., as 
an account executive. He was for- 
merly production mariager of the 
Radio-TV department. of Doyle, 
Dane, Berbach. 

* * - 
Hundt to Gray-O’Reilly Studios 
* Charles J. Hundt has joined Gray- 
O’Reilly Studios in New York as a 
producer-director. 





TREART 
COLOR.. 


SPECTRUM 
BRIGHT: 


© 35mm color release prints 


@ Kodachrome printing 














@ 35mm filmstrips 


e 16mm Kodachrome enlarged to 35mm color 


Let our Tri Art Color Special- 
ists show you how to make 
prints that will do a better 
selling job. 
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245 West 55th Street, N. Y. 19, N. Y. © Plaza 7-4580 
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Raphael G. Wolff (right) presents watch 
honoring service to Arthur W. Treutelaar. 
R. G. Wolff Honors Treutelaar 
for Quarter Century of Service 
*In September, 1930, Herbert 
Hoover was President of the United 
States; the stock market was trying 
to recover from its biggest collapse; 
the British arrested Mahatma 
Ghandi again — and Arthur W. 
Treutelaar went to work for the 
Raphael G. Wolff Studios, Inc., pro- 
ducers of business and industrial 
films. 

In commemoration and celebra- 
tion of the twenty-fifth anniversary 
of the latter event Treutelaar, now 
executive studio supervisor for the 
picture company, was guest of honor 
at a mid-September luncheon ten- 
dered all studio employees by 
Raphael G. Wolff, president of the 
company, and presented with a gold 
wrist watch. 

* - * 
Kayfetz-Hoskins Form Service 
* Victor Kayfetz, head of the film 
production company of the same 
name, and Winfield Hoskins, re- 
cently TV Copy Supervisor of 
Needham, Louis & Brorby, Chicago 
advertising agency, have set up a 
new service to advertising agencies 
called Creativision. 

Creativision will seek to function 
in four capacities: creative adver- 
tising consultation, copywriting and 
art, NYC production liaison, and 
film production. 

Though a separate organization, 
the new service will be closely asso- 
ciated with Victor Kayfetz Produc- 
tions, Inc., and, in fact, will use the 
same staff, facilities and office — 
1780 Broadway, New York. 

* * k 
Masters Sells Boston Studio 
* Maurice Masters, who has oper- 
ated the Master Motion Picture 
Company since 1925, has sold the 
business to Avner Rakov, former 
program manager of radio station 
WBZ in Boston. Masters will pro- 
vide a film consultant service for 
business users of film. 


*for films that meet Sterling’s standards as sustaining programss 
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GUARANTEED* 


Coverage ot 9O% ot all TV stations 


and markets with your film! 
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The Sterling Television Co., Inc. has been in the television 
film business since 1946. A pioneer in the servicing of 

films to TV stations, Sterling and its sales force have built 
a reputation of unqualified success and integrity. 


WIVAININY W778 


Now, the knowledge and ability of Sterling is available to 
the sponsored film field, bringing to the placement of 

these films the kind of intelligent ‘“‘sales sense” that can be 
developed only through years of experience and intimate 
knowledge of the medium and its requirements. 
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Sterling applies this experience and know-how to the job of 
placing your film: 


— 


e IN THE RIGHT MARKET 


e WITH THE RIGHT AUDIENCE 
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e WITH THE MAXIMUM COVERAGE 


Sterling’s special syndication programs are created for 
your film, to fulfill your objectives. To see how you can get 
the maximum television use for your film, send for your 
free copy of the 16 page booklet, “SYNDICATION OF 
SPONSORED FILMS TO TELEVISION STATIONS.” 
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pate INDUSTRIAL FILM DIVISION 
< = STERLING TELEVISION COMPANY, INC. 


205 EAST 43rd ST., NEW YORK, N. Y. 
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PARTIAL CLIENT LIST 


SWIFT & CO. MAYTAG COMPANY RUDER & FINN 


' CUBA 
' PIPER AIRCRAFT SOCONY-MOBIL OIL CO. G. M. BASFORD UNITED NATIONS 
MATSON LINES ROCK ISLAND RAILROAD JOHN PATTERSON AUSTRALIA 
WESTINGHOUSE TAMPA CHAMBER OF COMMERCE FULLER & SMITH & ROSS NORWAY 

PORT OF LOS ANGELES BRITISH PETROLEUM COMPANY BO BERNSTEIN 


NETHERLANDS 
SEABOARD RAILROAD COLUMBIA GAS SYSTEM JAMES STEWART TURKEY 












EFFECTIVE | 
VISUAL PRESENTATION | 
will carry 
YOUR SALES MESSAGE 

right to the | 


POINT OF PURCHASE | 
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CONSULT US ON ALL 
YOUR FILM PROJECTS 


We bring creative plan- 
ning, expert writing and 
technical skill to the pro- 
duction of successful 
Sales Training and Pro- 
motional film projects. 


© Motion Pictures 

© Slidemotion Films 
© Sound Slidefilms 
© Animatic Filmstrips 
e TV Commercials 

© Slide Presentations 
© Telops 

© Vu-Graphs 


254 West 54th Street 


New York 19, N. Y. 
COlumbus 5-7620 





Need Production Service? 


* A detailed listing of leading 
film 


music and similar sources for 


laboratories, animation, 


producers and sponsors will 


be featured in the November 


issue of BUSINESS SCREEN. 











EXECUTIVE NOTES 


Jamieson Film Company, Texas 
Expands Sales Activities 

* Jack Gwyn has been appointed 
Southwestern sales representative 
of The Jamieson Film Company, 
Dallas, Texas, motion picture pro- 
ducer. He will work with the com- 
pany’s clients in the production of 
industrial and sales training films 
and television films. 

Gwyn’s appointment is part of a 
general expansion of the Jamieson 
Film Company which next year ob- 
serves its 40th anniversary. Gwyn 








~ JACK GWYN 


the Dallas ad- 
vertising picture for the past eight 


has been active in 
years. He has been directly associ- 
ated with the motion picture field 
for two years prior to joining the 
Jamieson Film Company. 


* ” * 


Larry Wagner to Disney in 
Expansion of 16mm Film Sales 
® Larry Wagner has been placed in 
charge of all school sales for Cali- 
fornia by Walt Disney Productions’ 
Non-Theatrical Film Division. 

In joining the Burbank studio, 
Wagner replaces Paul Roelofs, who 
in turn has accepted additional re- 
sponsibilities for over-all adminis- 
tration of the Disney 16mm oper- 
ation. 

This appointment brings an ex- 
perienced audio-visual specialist to 
the Disney staff and marks an ad- 
ditional step in the expanding plan 
of the studio toward making selected 
Disney materials more readily avail- 
able to educational film libraries. 


a aa * 


ATV Films Productions In 

New Long Island City Studio 

* Executive offices and the editing 
department of ATV Film Produc- 
Ine. have moved from 1600 
New York, to the stu- 
dios at 35-01 Northern Boulevard, 
Long Island City. ATV has 
operating two large sound stages 
at the Long Island City site for the 


tions, 


Broadway, 
been 
past six months while an adjacent 


building was remodelled to accom- 
modate an additional stage. 
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A block from heart of Hollywood: the main studio of Skinner Productions. 


Skinner Productions Offers Full Sponsor Service 


* With studio facilities at 6226 
Yucca Street in Hollywood now 
fully equipped, Skinner Productions 
has announced a full range of spon- 
sor services, from creative to com- 
plete production of motion pictures 
and slidefilms, standard and wide- 
screen, in color and black and white. 
Creation, production and direction 
of business conference and closed- 
circuit TV presentations are listed 
by the company. 

The main sound stage at Yucca 


Street plant is 110’ x 110’ x 40’ with 
a second stage, 45’ x 70’ x 40’ per- 
mitting simultaneous production of 
TV spots and slidefilms. Assisting 
Mr. Skinner, as president and execu- 
tive producer, are Tom Curtis, in 
charge of production; Arnold Daly, 
general sales manager ; Albert Kelley, 
in charge of the Commercial Film 
Division; Nelson Gidding, execu- 
tive story editor and writer; and 
Alan Crosland, Jr., chief film editor, 
heading up the staff. » 








ALL 
STEEL 


MM-119 
A practical 
storage cabi- 
net for the 
varied film li- 
brary. 
400, 800, 1200, 
1600 ft. reels; 
100 filmstrip 
cans plus util- 
ity drawer in 
Overall 
size: 30” wide, 
70” high, 16” 
deep. 

OVER 
50 MODELS 


Holds 


base. 





250 West 57th Street New York 19, N. Y. 


FILM CABINETS 





FILM RACKS 


ALL SIZES—ALL TYPES 
RK-250 (shown) Ideal 
for School Film Librar- 
ies. Seven tiers of 
Separator Racks hold 
250-400 feet 16mm 
reels. Many models to 
choose from. 


SEND FOR CATALOG 


Nowmade 


PRODUCTS CORPORATION 
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ONE-STOP SOURCE for FILM PRODUCTION EQUIPT. 
A Profitable All-Purpose Film Processor 


THE 
AUTOMATIC 
16mm ARVERSAL DEVELOPING MACHINE 


BRIDGAMATIC JR. REVERSAL assures quality pictures in min- 
utes—Spot news and sports events can be shown immediately 
after they occur. The Perfect All-Purpose Processor at a price 
anyone can afford. Reversal speed 1000’ per hour—also does 
negative and positive film. Light-Tight compartment for daylite 
operation, 8 stainless steel tanks, completely automatic “Dry-to- 
Dry.” Ideal for TV stations, Photo-finishers, Industrial or Docu- 
mentary Producers, Universities, Microfilmers, Small Labs., etc. 


MODEL R $1995— Includes basic Bridgamatie features such as overdrive, ny 
lon bearings, air squeegee, built-in drybox, blower, heating elements, 400’ en- 
closed magazine and daylite compartment. 

MODEL RA $2495 —Same features as Model R, plus continuously variable 


speed control, 1200° enclosed magazine, feed-in and take-up elevators. 


TAKE ADVANTAGE OF S.0.S. TIME-PAYMENT PLAN 
. Send List. 


S.0.S. has Your Best Deal on | 


Trade-ins Accepted . . 








> 


The ALL-NEW 
“AURICON PRO-600" 


for 16mm Optical fe, ome” § Rig © 


PROFESSIONAL PICTURE CAMERA WITH BUILT-IN FEATURES 








“Auricon Pro-600" with Lens 
Blimping Hood, Auto Parallax 
Finder with Magazine, Tripod 


* Selfblimped for completely 
quiet studio operation. The si- 
lent film flow of The ‘Auricon 





“Single-System’’ or “Double 


“Auricon Pro-600” with Single- System” Recording. 


Lens “C” Mount, Tele-Finder 





§.0.8. CINEMA SUPPLY CORP. 


HOLLYWOOD, CALIF. BRANCH OFFICE — Dept. 


NUMBER 6 


VOLUME 16 


Objective, View Finder, Magazine 


<««“Auricon Pro-600” with Critical 
Ground-Glass Focusing, 3-Lens Turret 





SPECIAL OFFER to 
AURICON-PRO 
OWNERS 


$.0.S. will accept your old camera 
as a trade-in for the “ALL WEW 
Auricon Pro-600”. Time Payments, Too! 











Pro-600" is proof of precision 
design. Your sound-recording 
microphone never picks up 
‘'Pro-600" Camera noise! 


* 600 ft. film Magazines with 
Auricon-Electromatic Take-up, 
for 16 minutes of continuous 
Talking-Picture” filming. 


* Synchronous Motor Drive for 


* Available at added cost is 


Single-System” equipment for 


Optical Sound-Track-On-Film, 


“C mount’ Lenses, Film Mag 


azines, View-Finders, 3-Lens 
Critical Ground-Glass 
Lens Sun-Shades, 


Turret, 
Focusing, 
Tele-Finders, etc. 


* Sold with 30 day money 
back guarantee, 
satisfied! 


PRICES START AT $1165 
Write for free illustrated “All New Auricon Pro-600" literature and prices. 


“Th. Dep. urtment ~ ve of th. Hilotion fF Me ture . Divihe try ) 
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H, 6331 


Hollywood Boulevard, Hollywood 28 


Dept.H, 602 WEST 52nd STREET, NEW YORK 19, WV. Y. 
Phone: Plaza 7-0440 


Cable: SOSOUND 


you must be 


Telephone HOllywood 7-9202 
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CRAIG BIG SCREEN MOVIE VIEWER 








No need to darken the room when 
you use this brilliant big screen 


Craig Movie Viewer. Ideal for 
viewing or editing motion pictures 
or TV films. Easily set up with 
Craig or other standard rewind- 
ing equipment. Craig complete 
editing equipment is made in two 
models : 

CRAIG PROJECTO-EDITOR— Portable 
motion picture viewer and editing 
outfit weighing 10% pounds. Con- 
sists of Craig Viewer illustrated 


Write for illustrated literature, KALART, PLAINVILLE, CONN. DEPT. 


* Large (31/7, x 41/, in.) hooded screen 

* Flat field projection lens and 
ground & polished condenser lens 

* Rotating optical prism shutter 

* Stainless steel film guide 

* Left to right film travel 

* Automatic lamp switch 

* Built-in frame marker 

* Focusing and framing adjustments 

* 75 watt projection lamp 


$49.50 for 16 mm. or 8 mm. model 


above, Take-up and Rewind Reel 
Spindles, Craig Master Splicer, 
Craig #7 Film Cement, and Carry- 
ing Case. 16 mm. or 8 mm. model, 
$79.50 complete. 

CRAIG PROFESSIONAL EDITING 
EQUIPMENT -— Consists of Craig 
Viewer, Craig Master Rewinds 
which accept 2000 foot reels, Craig 
Master Splicer, hardwood mount- 
ing board, and Craig Formula +7 
Film Cement. 16 mm. model only, 
$79.50 complete. 
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THE BUSINESS SCREEN READER SERVICE BUREAU 
IS NOW SERVING MORE THAN 8,000 U.S. FIRMS 
WHO USE THIS MAGAZINE’S REFERENCE KNOW-HOW 





TWIN-SELECTROSLIDE 

WITH 96 SLIDE CAPACITY 
Here’s an unbelievably versatile 
automatic slide changing projector 
using 2x2” slides. (These can be 
made from natural color or black- 
and-white 35mm film). Here's projec- 
tion as you want it—and need it, with 
scientific precision and accuracy, 


‘ 


V 


2201 Beverly Bivd 






You Asked for 


| 
| 
| 
| 
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Spindler & Sauppe ESTABLISHED 1924 


Los Angeles 57, Calif 










it— Here it is 


either by remote control or set auto- 
matic controls, to run continuously. 


SELECTROSLIDE helps you sell 
ideas, products, facilities. ..we will 
be glad to send you the name of our 
nearest dealer to demonstrate the 
new TWIN-SELECTROSLIDE or any 
of our other excellent models. Write 
for illustrated literature. 





®@ Greater 
flexibility 
and efficiency 


®@ Can be used 
for Stereo 
Realist or 
Leica Stereo 


@ New control 
unit mounted 
in rear 


@ Endless sound 
adaption 


~ is possible 


Phone: DUnkirk 9-1288 


SMPTE Begins Courses on 
Film Laboratory Techniques 


@ Three courses of instruction for 
film industry technicians sponsored 
by the Society of Motion Picture 
Television Engineers, in cooperation 
with the University of California, 
are underway in Los Angeles. The 
courses represent the first efforts of 
the SMPTE’s Committee on Educa- 
tion to meet the growing need for 
trained technical people in the mo- 
tion picture industry. 

These 18-week seminars in “Mo- 
tion Picture Laboratory Practice,” 
“Duplication of Color Motion Pic- 
tures,” and “Illumination Optics” 
grew out of the cooperative efforts 
of representatives of universities, 
labor unions, motion picture studios 
and laboratories to bring instruc- 
tion in motion picture technology 
to members of the industry. 

Under the direction of Dr. John 
G. Frayne of Westrex Corporation, 
SMPTE president and chairman of 
the Education Committee, and Sid- 
Solow of Consolidated Film 
chairman of the Sub- 
committee on Training of Film Lab- 
oratory Technicians, the courses are 
being conducted by acknowledged 
experts in their fields. 

The courses will feature William 
Gephart, processing director, Gen- 
eral Film Laboratories; Alan Gun- 
delfinger, plant administration, 
Technicolor; Allen Haines, chief 
chemist, Pathe Laboratories, and 
Donald H. Kelly, of the Technicolor 
research staff. 

The course in “Illumination Op- 
tics” will be conducted by Ernest W. 
Silvertooth, engineer, Librascope, 
Inc., and the course in “Duplication 
of Color Motion Pictures” by Rod- 
erick T. Ryan, quality control engi- 
neer, Eastman Kodak Company. 


ney P. 
Industries, 
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Circle Film Laboratories 
Completes Expansion for Color 
* An expansion that will triple color 
facilities of Circle Film Laboratories, 
New York, is nearing completion, 
according to Herbert R. Pilzer, 
company president. Fred Todaro has 
been appointed as head of the de- 
partment. 

Todaro, a veteran of 21 years in 
the film laboratory field, is a special- 
ist in color processing and quality 
control. He designed and _ built 
several pieces of equipment now 
used in the field, such as negative- 
positive developing machines for 
Eastman Color Film and machines 
for printing color positive film with 
scene to scene color correction. 

24-hour delivery service on work 
and answer prints will continue. 


Behind the Production Lines 


Photographics International 
New Division of Wolff Studios 


Photographics International, a 
world-wide service to bring low-cost 
specialized motion picture footage 
to television, theatrical and indus- 
trial film producers, has been estab- 
lished as a division of Raphael G. 
Wolff Studios, Inc., of Hollywood, 
it was announced recently by Raph- 
ael G. Wolff, studio president. 


The new company, with camera- 
men in 72 foreign lands and in key 
areas of the United States, will de- 
liver film of any length, embracing 
any locale, and covering any sub- 
ject that a client may order. The 
service is designed to make im- 
mediately available, on assignment, 
establishing and native-action scenes 
for every possible use in motion 
picture and TV production. 


Concurrent with the announce- 
ment of Photographics Interna- 
tional, the Wolff Studios also re- 
vealed that its vast library of 
domestic and foreign stock shots, 
acquired over the period of twenty- 
five years that the studio has been 
producing business and industrial 
films, will also be available to pro- 
ducers of all types of motion pic- 
tures. 

Ben Munsey, veteran Wolff pro- 
duction executive, has been named 
managing editor of Photographics 
International, with headquarters at 
5631 Hollywood Boulevard, Holly- 
wood, Calif. ty 





For |émm. Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 


Sold at leading dealers 


Only 
original 
Fiberbilt 

Cases 
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2000 


of the nation’s top PR executives will attend 
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th NATIONAL 
PUBLIC RELATIONS 
CONFERENCE 


the 





THE AMBASSADOR, LOS ANGELES 
NOVEMBER 14-15-16 








RESERVE EXHIBIT SPACE 


Nowhere — but nowhere — will you find such a concentration of prospective customers 
for films of all kinds — and for the equipment and services necessary to produce 
and use them effectively. 





These 2,000 public relations executives represent clients and organizations comprising 
the bulk of America’s leading companies, industries and associations. They will plan and 
influence the purchase of many millions of dollars worth of films, 

equipment and services in 1956. 


They’re important people — to you! 


Send for this Free Brochure 
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it tells you... it gives you... 
WHO WILL ATTEND FLOOR PLAN OF EXHIBITS AREA 
COST OF SPACE 
| WHO WILL EXHIBIT CHART OF AVAILABILITIES 
FULL INFORMATION FOR EXHIBITORS 


Don’t Delay! All exhibit space on “First Come, 
First Served” basis! Write, wire or phone TODAY to... 


Public Relations Society of America, laer 
2 W. 46th St., New York 36, N.Y. «© W.G. Gatehouse, Exhibits Manager 
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H™ TO SUSTAIN and make most 
effective use of the new record 
high in this country’s church 

rollment is a primary concern of 


denominational authorities. The 
work of turning the fresh member- 
ship into an active religious force 
is a labor requiring extensive leader- 
ship. 

Application of audio-visual tools 
in the enlistment and training of 
leaders for church activity on all 
levels and in all fields was the 
central theme of the 12th Inter- 
national Workshop in Audio-Visual 
Education, conducted at Green Lake. 
September 3-9, under 
the auspices of the Department of 
Audio-Visual and Broadcast Educa- 
tion of the National Council of 
Churches of Christ in the U.S.A. 


Wisconsin. 


15 Countries Represented 

Attended by educator specialists 
from some 15 countries and 29 of 
the United States, the workshop ex- 
plored a-v ways to develop a greatly 
broadened and better trained leader- 
ship in every phase of church work 

with children, youth and adults, 
in family living, Christian voca- 
tions, stewardship, evangelism, 
school administration and mission 
activities. 

Each of these areas were dealt 
with by special study groups, as 
were various skills involved in the 
production, distribution and effec- 
tive use of a variety of audio-visual 
materials. The workshop program 
was conducted with the aid of a-\ 
tools and methods 
slides, 
playing, skits. 
presentations, “buzz-sessions” drew 
on each member to speak his piece. 


motion pic- 


tures, tapes, charts, role- 


“Equipment Fair” a Feature 


The workshop also was the scene 


of conferences between Council and 
denominational leaders and _pro- 
ducers and distributors of audio- 
visual equipment and materials. An 
“Equipment Fair” exhibited recent 
advances in sight-sound machinery. 

Church use of “free” films and 
current religious television programs 
came under discussion. Protestant 
churches are launching two new 
series of tv programs this fall and 
winter and are developing a master 
plan for an elaborate Christian edu- 
cation series for children to begin 
in 1957. 

Previewed at the workshop, the 
two new series are Man to Man, 
sponsored by the National Council, 
and The W ay, sponsored by The 
Methodist Church for release 
through the National Council. 

Man to Man, a 15-minute series, 
starting October 1, will feature four 
Protestant leaders: Dr. Ralph W. 
Sockman, New York; Dr. Donald 


70 


Instead of lecture 


Using Audio-Visual Tools to Aid Record Church Enroll- 
ment Primary Topic at 12th Green Lake Workshop 


Barnhouse, Philadelphia; Dr. Louis 
Evans, Los Angeles, and Dr. John 
A. Redhead, Greensboro, N.C. The 
shows will begin in different sec- 
tions of the country and will rotate 
every 13 weeks. 


The Way. 


series on the 


a half-hour dramatic 
Christian gospel of 

love, with a different cast each week, 

is scheduled to begin January 1. 
Hundreds of new films and film- 


strips were previewed during the 
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week using fifty thousand dollars 
worth of equipment supplied by 
manufacturers. 


Architectural Problems Reviewed 


A timely sidelight during the 
workshop was a study of the impli- 
cations of audio-visual techniques 
and requirements on church archi- 
tecture. Modern trends in church 
construction present the same prob- 
lems as current public school con- 


lf you need a 
OVIE inten a 


( Bow sa a 


~ a 


_=Q=— 


IN 15 YEARS ... NO ONE HAS DUPLICATED THE 


MOVIE-MITE . . . 


IN WEIGHT, SIMPLICITY, OR PRICE 


for information write to... 


THE CALVIN CO. 


1105 TRUMAN ROAD 


KANSAS CITY 6, MISSOURI — HA. 


1230 








Dr. Louis H. Evans, noted minister-lecturer, ap- 
pears in the “Man to Man” television series. 


struction — involving as they do 
extensive use of glass and _ steel. 
Lighting, acoustical and ventilation 
problems created by new fashions in 
institutional construction must be 
quickly solved so that architects can 
adapt building plans to the ex- 
panded use of today’s teaching tools, 
members were warned. 

“The half billion-dollar-a-year 
new church building program is in 
jeopardy of being outdated before 
construction is completed if Chris- 
tian education leaders and architects 
fail to take into consideration basic 
requirements for 
visual techniques.” 

Thus was the situation stated by 
The Rev. S. Turner Ritenour, Phila- 
delphia. of this 
multi-million dollar church expan- 
sion goes for educational facilities, 
budget-minded individuals should 
be encouraged to know that no ad- 
ditional spending is required to keep 
up with electronic progress through 
careful advance planning, it was 
pointed out. a 


* * ” 
Exploitation of Indians 
Depicted in Missionary Film 
* Contemporary exploitation of the 
American Indian is dramatized in 
Indian American, a new Cathedral 
Films release produced by the Rev. 
James F. Friedrich. 

The 40-minute motion picture is 
the story of Brother David Givings, 
a missionary who brings the mes- 
sage of Christ to white Americans 
who have exploited the Indians as 
well as to the Indians themselves. 

Indian American is designed pri- 
marily to meet the domestic mission 
theme for Protestant churches in 
1955-56. It was photographed on lo- 
cation in the heart of the Navajo 
country. Television actor Hugh 
Beaumont portrays the missionary. 
The film was written by Don John- 


son and directed by Jan Sadlo. 
ue * * 


Slidefilm Guide Available 
A 1955-56 edition of the Sound 
Slidefilm Guide is available from 
the DuKane Corp., St. Charles, Ill. 
at $1.00 per copy. 
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Since over 50% 


BUSINESS SCREEN MAGAZINE 





—sennrnrnns 


RADIANT 








RADIANT 


Riad tant 
DELUXE 


Champion 


screenmaster colarmaster 


The world's finest 


lass beaded, porta- 
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Machine track-layer of tomorrow will 
enable trains to ride faster, more smoothly. 


For magnificent col- 
or and stereo projec- 
tion. New Color- 
Flece fabric and new 

















mildew-proof Vyna- - ad a In 4 sizes from 30" 
ty I ; t J flect fabric and au- instant eae x 40” to 50” x 50° 
Look Into the Future: 7 ot toe wee rae 70 m7" © comatic “tip-roe” leg collec lock, poarea- 
B a 7 al , field—with continuous CSeardioy ” a ~ tees flat, tight pro- 
(CONTINUED FROM PAGE 33) height adjustability, eardrop” desig’ 


case; “Easy-Glide” | jection surface! 


| no-tear roller pocket, 2 
of gadgets to take the drudgery out | automatic leg open- Reler Am 
° ° mlm. : ° ing and glistening 
of their preparation. Things like chrome end caps. 
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packaged foods with a chemical 
heating unit right in the carton; | 
electronic computers to speed the | 


housewife through the super-market ' 
check-out line; wall-contained gas what you need 
cooking units; electronic exhaust 


fans to whisk cooking odors away, in projection screens! 


and other time and trouble saving 
marvels, 


| 
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The world of transportation has 
a “space ship” touch to it, even on 
the ground. Atomic-powered auto- 
mobiles and locomotives will carry 
tomorrow's travelers with speed and 
comfort, while atom-driven trucks 





No matter what type of Projection Screen you need — portable 
tripod, wall, wall-ceiling, table or wide screen — Radiant can furnish 
it in a wide variety of sizes to meet your exact requirements. 


Radiant is not only the world’s largest maker of Projection 
Screens — but also the producer of the most complete line of screens 





° . ’ . A s ¢ - 7 / 
will haul the nation’s supplies over | As outsending all purpose wall and ceil available anywhere! 
. ° | 1 reen at am economy price .. . for . . . . 
special truck lanes on super high- semi-permanent and permanent installa. You will find in the Radiant Screen of your choice the rugged 
tion. In 11 sizes . . . 30”x40” to 72”x96". 


ways. The jet-liner and the “flying 
saucer” will make a transcontinen- | ****eee*eeeeeeeeesecseseseceseorecs 
tal trip seem like a commuter hop, 
and a weekend sojourn to Paris or 
Tokyo can be a common affair. 
In full color, these and the many 
other glimpses of the world of 1975 
leap into a realism that is, rela- | 
| 


durability, the ease of operation — plus the most advanced reflective 
fabrics—that experience, research and manufacturing skill can produce. 

For complete specifications and prices, write today for the 
latest full-color illustrated Radiant Catalog and free Radiant Pro- 
jection Charts. 
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monial to the imagination and pro- EC f 


| Pryyys 
ductive power that are part and | gree RADIAN TI 
parcel of our free enterprise econ- | itn ar al aa te ‘ 
omy. And they combine into an | aes eodlanch well aad Goutal 

eloquent explanation of the need for | - ‘asso, 7Ps and size—iay RADIANT MANUFACTURING CORPORATION 
preserving the freedom of our busi- 1225 S. TALMAN CHICAGO &, ILLINOIS 
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ness system. | . 


Prints of People, Products and 


Progress: 1975 are available from W I D E 


the Chamber of Commerce of the | : 


U.S., 1615 H Street, Washington 6, Ss Cc R E E N 2 


D.C. They may be purchased for ; 
$125, or rented for seven days or | There is now available a full line of 


less at $15. sig Radiant Wide Screens for 16mm. projec- 
meee tion —in Tripod, Lace and Grommet 

Printers of Distinctive Hot-press (as illustrated), Wall and Wall-Ceiling 
Models. These wide screens embody every 


TY a - T : T L t S feature for the effective presentation of 





tively speaking, just around tomor- 
row’s corner. They form a fine testi- 











the new wide screen films. 
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it Sells— 


On Sight 


THE COMPLETELY 
DEPENDABLE SALESMAN 





SELLING YOUR PRODUCT— 
YOUR STORY—ENDLESSLY — Performs in 
WITHOUT SUPERVISION , lighted room 


@ Self-contained screen 
@ Pre-threaded film 


@ Self-contained speaker 
@ 800-foot continuous film reel 


Dieect sales are easier . . . promotion more potent . . . training work 
simpler . . . operating costs dramatically lower with the Busch CINE- 
SALESMAN 16mm continuous movie projector on your staff. Hundreds 
of CINESALESMAN projectors are now selling for scores of national 
concerns everywhere. Look for the CINESALESMAN, it’s sure to catch 
your eye and ear at conventions, sales presentations, displays, point of 
sale locations, trade shows . . . in fact, anywhere and everywhere that 
sound and motion are combined for more effective, potent sales impact. 
Color or black and white, sound or silent, any 16mm film works al- 
ways in the CINESALESMAN .. . and the Busch CINESALESMAN 
always works for you! 





212 South Hamilton Street 
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BUSCH FILM & EQUIPMENT 


COMPANY 


Saginaw, Michigan 








lighting problems? 














call Jack Frost 


Any time the job calls for extra light- 
ing, tough lighting problems on the set 
or on location anywhere, call on Jack 
Frost, world’s largest supplier of tem- 
porary lighting facilities. 


Our complete equipment and expert 
skills in lighting have been used for 
years on some of the country’s top 
shows, movie sets and TV productions. 


Rental Equipment at low cost. Service 
includes installation and removal all at 
the one low cost. 


¥ JACK A. FROST 


Department BS 
234 Piquette Ave., Detroit 2, Mich. 
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NEW AUDIO-VISUAL EQUIPMENT 









Recent Equipment Developments for Production and Projection 


Mark ll Shutter Conversion 
Kits for Victor Projectors 


* Because market tests have shown 
that 51% of 16mm sound projectors 
sold in recent months have been 
equipped with a two-interruption 
shutter, the Victor Animatograph 
Corporation, Davenport, Iowa, has 
introduced the Mark II Shutter Con- 
version Kit for its complete line of 
l6mm_ projectors. 

Recommended for use where 
light interference and large screens 
are a problem, the Mark II Shutter 
is a two-interruption mechanism 
which breaks the light beam 48 
sound film 
speed. The light increase is 38% 
over the three interruption type 
shutter used on previous models of 
Victor projectors, which breaks the 
beam 72 times per second at sound 
film speed. 


times per second at 


The Mark II Shutter conversion 
Kit now is available and can be in- 
stalled by Victor service centers 
throughout the world. All Victor 
sound projectors now being sold 
have the Mark II Shutter as option- 
al equipment at no increase in cost. 


x 7” * 


Blue Ceramic Top Lamp Adds 
Brilliance in Projection 


* A ceramic blue top lamp for slide 
and motion picture projectors has 
been developed by Sylvania Electric 
Products Inc. 

The “Blue Top” projection lamp’s 
ceramic finish, bonded to the glass, 
is said to concentrate maximum 
light opposite the lens, creating a 
brighter, clearer image on _ the 
screen. The blue ceramic “bonnet” 
is baked on and will not chip, 
scratch, peel, or flake. 


oe * * 


CFI Electronic Invention 

Gives Accurate Scene Count 
An electronic device which per- 
mits accurate scene counting during 
inspection screening of 16mm or 
35mm film has been announced by 
Consolidated Film Industries, Holly- 
wood. Ted Hirsch, 35mm laboratory 
superintendent, originated the new 
scene-count method which is being 


patented by CFI. 


According to Hirsch, the scene 
counter will enable CFI personnel 
and customers to identify every 
scene by number in order to record 
on-the-spot suggestions for correct- 
ing subsequent re-printing. 

During printing, the clear edge 
side of the film is purposely fogged 
where scene changes are indicated, 
causing a thin black mark to appear 
at the beginning of each scene. A 
photo-electric scanner, mounted on 
the projector for this purpose, scans 
the clear edge while the print is 
being screened. As each fogged strip 
passes the scanner, the accompany- 
ing scene-change is recorded in full 
view on an illuminated counting 
device located below the screen in 
the projection room, 


* 4 * 


Bridgamatic Developing Unit 
Takes Reversal Emulsions 


* An “all-purpose” automatic devel- 
oping machine which handles rever- 
sal processing has been announced 
by S.0.S. Cinema Supply Corp. The 
Bridgamatic Jr., Type RA, takes the 
new pre-hardened emulsions, includ- 
ing Eastman Tri-X reversal, now 
being released to the trade. 


Bridgamatic RA features a vari- 
able speed control allowing changes 
in developing time from 1.5 to 12 





B & H Accelerates 
Professional Lines 

® With the consolida- 
tion of the Bell & How- 
ell Company’s profes- 
sional equipment and 
instrument division in 
new quarters at Skokie, 
Ill. (near main plant at 
Lincolnwood) , new em- 
phasis is being placed 
on development and 


manufacture of special- PRODUCERS 
ized equipment. James EXCLUSIVELY 
L. Wassell, formerly . 

with Ansco, has been 159 


appointed coordinator 
of the new product 
group, under George L. 
Oakley, division man- 
ager. 





f (/nimation 
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ANIMATION NEEDS 


MOTION PICTURE 


EAST CHICAGO AVE. 
CHICAGO 11, ILL. 


SUperior 7-8985 
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The Bridgamatic Jr., Type RA 


minutes and will process at the rate 
of 1200 feet per hour at normal tem- 
perature. A light-tight section en- 
closes the first four tanks. Cantilever 
construction permits easy cleaning 
and maintenance. Standard equip- 
ment includes a fee-in elevator, 1200 
foot daylight magazine and such 
other Bridgamatic features as stain- 
less steel tanks, air squeegee, air 
agitation for bleach tank and self- 
contained plumbing. 

Among recent Bridgamatic instal- 
lations are those at the United States 
Naval Microfilm Laboratory, U. S. 
Naval Research Laboratory, Indi- 
ana University, Esso Standard Oil 
Company, IBM Corp., and the U. S. 
Public Health Service. Several tele- 
vision stations have acquired the 
unit. The U.S. Treasury Dept. has 
13 Bridgamatics in disbursing of- 
fices. 


Quality - Bilt 


FILM SHIPPING CASES 








Did you ever consider the mileage 
per dollar you get out of a shipping 
case? We have! That's why we've 
built these new cases with more 
than usual care. They're made of 
best quality non-vulcanized fibre, 
strongly fabricated, and reinforced 


with steel corners. Here is low 
priced protection for your films in 
transit. Also available in hard vul- 
canized fibre. 


See your nearest dealer or write 
direct to manufacturer for catalog. 


WM. SCHUESSLER 
341 W. SUPERIOR ST. 
CHICAGO 10, ILLINOIS 
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Bell & Howell 70-DR Camera 
Features Operational Ease 

® Operating convenience and im- 
proved styling are features of Bell 
& Howell’s latest addition to its 


series of 16mm model 70 cameras. 

The new unit, 70-DR, features a 
coupled viewfinder and lens turret. 
When rotating the lens turret, each 
corresponding viewfinder objective 
is quickly and automatically posi- 





Bell & Howell 70-DR Camera 


tioned, thus eliminating the possi- 
bility of a user forgetting to rotate 
the viewfinder when 


lenses. 


changing 


A satin chrome name plate and 
satin chrome finish on the newly 
designed door handles enhances the 
camera’s appearance. The handles 
permit easier operation of the door 
latch. 

The 70-DR retains all the fea- 
tures of its predecessor, the 70-DL, 
including seven camera speeds, a 
22-foot film run, three lens turret, 
100-foot capacity, forward-reverse 
hand crank, a positive viewfinder 
system and lenses ranging from 
10mm to six inches in focal length. 

The new coupled turret and view- 
finder can be added to existing 70-D 
series cameras at the factory. 

* * * ; 

Viewlex Shows Project-O-Matic 
2x2 & Bantam Slide Projector 
* Viewlex, Inc. has introduced the 
new Project-O-Matic, 300 watt, 
motor fan cooled, automatic 2x2 
and bantam slide projector which is 
all self-contained, with a built-in 
automatic slide changer and slip-on 
aircraft luggage type case. 

The Project-O-Matic is construct- 
ed of all aluminum high pressure 
castings, and finished in a two-tone, 


hardened and baked, wrinkle finish. 


Projection of slides is full for- 
ward or reverse. When projection 
in sequence is desired, each slide 
is first moved into projection posi- 
tion and then returned to its proper 
tray slot and the next slide auto- 
matically projected. A visual “slide 
selector window” is conveniently 
located for quick selection of any 
slide in the numbered trays. 

The trays accomodate 30 slides 
(CONTINUED ON THE NEXT PAGE) 


* 93S 








& 





WHO... 


THE EIFFEL TOWER 
TO 95th STREET? 


... FILMWAYS did, with a new 35 mm Bell & Howell 
Background Process Projector. Your needs may not de- 
mand the Eiffel Tower as a background but through “rear 
projection” FILMWAYS can help you produce right in 
New York, background action of any scene, any season, 
any sport... for your T.V. film commercials. 


Permit your creative efforts the freedom 
which only rear screen projection offers. 
Further information on request. 
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“The Finest In Outdoor Films’’ 
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ES YOU THE IMPACT, MOVEMENT AND FLEXIBILITY 
TION PICTURES ON A SLIDE PRESENTATION BUDGET 





Cellomatic offers you a complete visual staff. Art, 
color photography, photo processing, typography and 
creative production departments are all under one 
roof. This insures your sales meeting the ideas, eye 
appeal, visual impact and professional showmanship 
it must have. 





























« CELLOMATIC CARBON ARC LiL 
PROJECTION i pos 


Front or rear screen 
IN DRIVEs: 
















Sizes up to 15’-20’ 


© CELLOMATIC FILM “fe 
© SLIDES i | EFFICIGR ¥ 
° VU-GRAPH 1 Aa IN CAPE 

° SLIDE FILMS , 

© SALES TRAINING AIDS 


e STAGING SPECIALISTS 


Write for information today. 
Better yet, see Cellomatic 
in action at... 


CELLOMATIC CORP 756 SEVENTH AVE., NEW YORK 19 


Plaza 7-7895 





NEW PRODUCTS: 





(CONTINUED FROM PRECEDING PAGE) 
in any type of mount, intermixed if 
desired. A built-in storage compart- 
ment houses an extra tray, making 
a total of 60 slides filed with and 
ready for immediate projection in 
the Project-O-Matic. There is a 
compact “tuck away compartment” 
for the cordset, eliminating loose 
and dangling cords. 

Equipped with a 5 inch Luxtar 
{3.5 lens, the Project-O-Matic will 
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Viewlex Project-O-Matic 


also accommodate a 5 inch [2.8 
lens. A shutter, coupled with the 
automatic changing device elimi- 
nates all light on the screen between 
slides, making projection comfort- 
able, easy on the eyes. 

The Project-O-Matic, with 3.5 
lens and complete with case and 
one tray lists at $59.95. The £2.8 
lens is available at $9.00 more. As 
is usual with all Viewlex products, 
the Project-O-Matic, is backed with 
a “Lifetime Guarantee.” 

m a a 
Elgeet Telephoto Lenses 
for 16mm Cameras Announced 
* Bearing a new Elgeet Opical Com- 
pany trade name is a new Ameri- 
can-made 3X telephoto movie lens 
for 16mm cameras. The Cine-Navi- 
tar 75mm (3°) £/1.9 has a focusing 
mount which allows focus as close 
as 3 feet. Its click-stop diaphragm 
stops down to £22. Hard-coated, it 
takes series VI filters and fits all 
standard “C” mount 16mm motion 
picture cameras. 


% * a 


Mitchell Rep in N.Y. 
is Charles Austin 

* Eastern producers 
needing technical data 
and other information 
on Mitchell cameras and 
accessories may now con- 
tact the company’s tech- 
nical representative, 
Charles Austin at PLaza 
7-6812 in that city. His 
Manhattan address is 127 
West 50th Street, New 
York City 19. Mitchell 
Camera Corp. headquar- 
ters are at 666 W. Har- 
vard St., Glendale 4, 
Calif. 





The Earphone Aggregate Box 


Audio-Master Aggregate Box 
Distributes Sound to Headsets 
*“Earphone Aggregate Box,” a 
new attachment which distributes 
sound to individual headsets, has 
been introduced by the Audio- 
Master Corp., New York. 

The implementation of this at- 
tachment makes possible the use of 
eight headsets for individual ear- 
phone listening. It can be used in 
conjunction with any record or 
transcription player, tape recorder 
or radio receiver which has a de- 
tachable loudspeaker or a_ special 
jack for earphone use. The unit is 
housed in a compact metal case and 
covered with a bakelite top, making 
it easy to manipulate. A 10-foot 
extension cord completes the unit. 


* * * 


Sonic “Language Master” Aid 
for Speech, Vocabulary Study 
® Applicable to almost all phases of 
language learning is a new audio- 
visual device being distributed by 
McGraw-Hill Book Company. 

A portable sound reproducer, the 
“Language Master,” presents the 
human voice from record members 
which are coated cards containing 
words or phrases or sentences re- 
corded on a magnetic sound strip. 
Words, phrases or sentences can be 
selected from a file, heard in any 
chosen sequence and repeated as 
often as desired. The accompanying 
printed material can be studied vis- 
ually as the sound is heard. Tone 
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and volume knobs are the only con- 
trols used. 

Five series of cards will be avail- 
able with the instrument for use in 
speech courses in schools and col- 
leges and in speech correction clin- 
ics and remedial centers. The se- 
ries include: “Vocabulary Builder 


Series,” “Word Learning Picture 
Series,” “Language Stimulation Se- 


ries,” “English Development Series,” 
and “Sounds of English Series.” 
Additional series are being 
planned for foreign language in- 
struction and for specialized train- 
ing in language and nomenclature. 


* * * 
Ansco Now Supplying High 
Speed 16mm Daylight Film 
* Anscochrome, Ansco’s new high- 
speed color film, now is being sup- 
plied in 16mm daylight type motion 
picture film. Anscochrome movie 
film has an exposure index of 32. 
It is supplied in 50 foot maga- 
zines and 100 foot rolls. 

Availability of this fast reversal 
material will open new opportunities 
for picture-taking of a quality not 
obtainable with slower motion pic- 
ture film, the manufacturer points 
out. 

Because of its high speed, Ansco- 
chrome allows for better pictures in 
dimmer light, while permitting use 
of smaller lens openings for greater 
depth of field. This will be appreci- 
ated in close-up work or in the use 
of long focus lenses. The film’s high 
speed also allows for a wider selec- 
tion of subjects and enables action 
to be shot in slow motion at high 
frame speeds. 

Anscochrome movie film has a 
wide exposure latitude, high color 
fidelity through the complete tonal 
range, and pictures get uniformly 
darker as exposure is decreased, 
uniformly lighter as exposure is in- 
creased, it is claimed. There is no 
shift in color balance. This is called 
“color curve conformity.” 

Prices of daylight type l6mm 
Anscochrome cine film are: 50 foot 
magazines — $6.95; 100 foot rolls 
— $10.40. Processing is included in 
the purchase prices and may be 
done at Ansco Color Laboratories. 


Peer-Renu Film Process 
Meets Shrinkage Problem 


Geencice of old negatives and 
other material used in duplicat- 
ing presents serious problems for 
printing. Up to recent years it was 
generally believed that nothing 
could be done to remedy the con- 
dition. 


For optimum results in printing, 
lengthwise shrinkage of negatives 
should not exceed 0.3%. Shrinkage 
in excess of that results in imper- 
fect focus and hence less than per- 
fect definition in the prints. While 
negative shrinkage up to 0.6% will 
permit the making of prints accept- 
able for most purposes, negatives 
shrunken beyond that point will 
produce prints not too satisfactory 
in definition. 


Where negative shrinkage exceeds 
1%, prints will not only be of poor 
quality but there is also a risk of 
damage to the negative. The extra 
strain put on the shrunken negative 
by the sprockets of the printer may 
tear perforations. 


In 1949, the Peerless Film Proc- 
essing Corporation introduced the 
Peer-Renu process to meet these 
problems. In the years since, the 
process has been of much value to 
film sponsors in salvaging material 
that would have 
hopeless or at best difficult to dupli- 


cate, either economically or artistic- 


otherwise been 


ally. It has been of especial help in 
the television field. 

Peer-Renu has been successfully 
applied not only to 35mm and 
16mm negatives but also to color 
originals and to masters, black and 
white reversal originals, and even 
prints that were the only extant 
material available for duplicating. 

Peer-Renu has succeeded in bring- 
ing the percentage of shrinkage 
down well within acceptable toler- 
ances for continuous contact print- 
ers. In some instances shrinkage has 
exceeded 2.5% and _ has 


brought down to almost normal for 


been 


duplicating material. bt 








COLOR SLIDEFILMS 


FOR INDUSTRY 


| 


COLOR FILMSTRIPS | 


FOR EDUCATION 


Specialized equipment and the know-how of a group of specialists who 
have worked together in producing over 550 color films. If you want 
a complete production or require specialized assistance on any production 
problem, contact Henry Clay Gipson, President . . . 


FILMFAX PRODUCTIONS, 10 E. 43, N.Y. 17, N.Y. 
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economical e professional 


motion picture production 


FILM. ASSOCTATES 


20 


610 NORTH WOODWARD AVENUE 


BIRMINGHAM, MICHIGAN 


TELEPHONE MIDWEST 4-3619 


ASSOCIATED STUDIOS 
DETROIT — 
NEW YORK — 
WASHINGTON — ST. 


years 
experience 


2 








IN 
CHICAGO 
BALTIMORE 
LOUIS 


NEW ORLEANS — HOUSTON 
SAN FRANCISCO — LOS ANGELES 


JAMES E. MacLANE 


EXECUTIVE PRODUCER 


professional 
in film production 


For the finest quality in 


16MM COLOR PRINTS 


Come to Hollywood Film... 
The Leading Film Lab since 1907! 


The OLDEST 16mm Film Laboratory 
is now first with the NEWEST! 


Hollywood Film offers the newest facilities 

in the 16mm field, with advanced methods and 
special equipment that enable us to offer 
quality and service unequalled anywhere. 
Included among our new editing services are 
zero cuts and variable length dissolves from 

12 to 96 frames to provide perfect fades and 
dissolves, without cutting the original scene. 


The Oldest 
and Most 
Experienced 
16mm Film 
Laboratory 








COMPLETE 16mm 
Laboratory Service ... 


@ Reduction and Contact Printing 


Negative Developing and 
Reversal Processing 


Release Prints in Color or 
Black-and-White 


Kodachrome Duplicating 
Shipping & Receiving Service 
Free Projection Service 


Free Editing Rooms and 
Storage Vaults 


HOLLYWOOD FILM 
ENTERPRISES, INC. 


6060 SUNSET BOULEVARD 
HOLLYWOOD 28, CALIFORNIA 
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GEO. W. COLBURN LABORATORY INC. 


164 NORTH WACKER DRIVE*CHICAGO 6 


TELEPHONE STATE 2-7316 


16mm 
SERVICES 









































































the mark of 










excellence in 





commercial films 





















CATE & MCGLONE 


films for industry 


1521 cross roads of the world 
hollywood 28, california 























FILM AWARD HONORS: 





(CONTINUED FROM PAGE SIX) 


Bureau for Handicapped Children and produced 
by the University of Wisconsin. This was the 
only American sponsored film to win a gradu- 
ate prize. It shared second place with Family o/ 
Man, a CBS-TYV film, when it won in the Medical- 
Surgery category at Venice. Edinburgh does not 
award prizes in degree but simply cites all films 
which are screened. 


Pfizer, Olin Mathieson Films Are Cited 

Besides Wild Flowers . . . , two other Ameri- 
can sponsored films were awarded “Diplomas of 
Participation” at Venice: The Broncho Pulmon- 
ary Segments, a medical film produced for Pfizer 
Laboratories by Campus Films, Inc., and Show- 
man Shooter, a marksmanship demonstration 
sponsored by Olin Mathieson Chemical Corp. 
and produced by Sound Masters, Inc. 

Seventy-three entries were submitted to the 
Venice festival from the United States. Twelve 
won recognition. 

In addition to the Richfield and Standard Oil 
pictures, four sponsored films shared the accept- 
ance roster with 15 other U.S. entries at Edin- 
burgh: 

Four Films Honored at Edinburgh 

Big Scot, a promotional novelty starring An- 
heuser Busch Company’s mighty Clydesdale 
horses, produced by Wilding Picture Produc- 
tions, Inc. 

Delaware River, Port of Opportunity, an invi- 
tation to a commercial transportation center, 
proffered by The Delaware River Port Authority 
and produced by Louis W. Kellman Productions. 

Glass and You, a product-use story, sponsored 
by Corning Glass Works and produced by Paul 
Hance Productions, Inc. 

The St. John’s Story, an enrollment-minded 
documentary sponsored by St. John’s College and 
produced by Fordel Films, Inc. 

Over 38 feature length films and about 135 
short films representing approximately 29 coun- 
tries were scheduled during the August 21- 
September 11 program at Edinburgh. The 16th 
International Exhibition of Cinematographic Art 
was held in Venice, August 18. Le 


- * * 


Eprror’s Nore: Entries for the annual Freedoms 
Foundation competition honoring films on the 
American way of life are due at Valley Forge, 
Pa. before November 11. 


IMMEDIATE CASH | 
CAMERA EQUIPMENT 


NEED EYEMOS (SINGLE LENS AND TURRET), 
MITCHELLS, ARRIFLEX, DE BRIES, B&H STAND- 
ARDS AND HI-SPEEDS, WALLS, AKELEYS, CINE 
SPECIALS, AURICONS, MAURERS, FILMOS. 
ALSO BALTARS, COOKES AND OTHER LENSES. 
SOUND STAGE, LABORATORY AND EDITING 
EQUIPMENT OF ALL TYPES REQUIRED. PLEASE 
SHIP INSURED OR FORWARD DESCRIPTIONS 
AIRMAIL. IMMEDIATE PAYMENT. 


GORDON ENTERPRISES 
5362 N. CAHUENGA + N. HOLLYWOOD, CAL. 





EMPIRE PHOTOSOUND 


INCORPORATED 
Films for industry and television 


1920 LYNDALE AVENUE SOUTH 
MINNEAPOLIS 5, MINN. 














Synchronous Motor Drive for 
16mm Projectors 


Especially designed to drive all Bell & Howell, Ampro 
and Victor 16mm projectors at synchronous speed. 
The synchronous motor drive can be instantly attached 
to projector and taken off at any time. No special 
technical knowledge required for installation and 
mounting. 

The synchronous motor drive is complete with base- 
plate, Cannon plug for cable and power switch, and 
a set of reduction gears. 

Write for more details and prices 
Also available on special order. Synch. Motor 
Drive for all Simplex 35mm portable projectors. 
ONE YEAR GUARANTEE! immediate Delivery 


Available at leading dealers, or direct. 


CINEKAD 
ENGINEERING COMPANY 
500 West 52nd St., New York 19, N. Y. 
Plaza 7-3511 
DESIGNERS AND MANUFACTURERS OF 
MOTION PICTURE-TV EQUIPMENT 


Send for free folder of illustrated Motion Picture and 
Audio-Visual equipment manufactured by Cinekad 
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® WHAT’S NEW IN BUSINESS SPONSORED PICTURES e 
3rd AVCO Picture Shows Defense & Industrial Production 


*The motion picture camera’s 
ability to get around to far points 
of interest in recording a diversified 
industrial story is apparent in a new 
25-minute sound and color film pro- 
duced for the Government Products 
Division of Avco Manufacturing 
Corporation by Olympus Film Pro- 
ductions, Inc., Cincinnati. 

Avco-Performance and Potential 
displays Avco’s activities in defense 
and industrial production. Dramatic 
emphasis is given to electronics, air- 
frame construction, precision ma- 
chining and the production of power 
engines. The film includes shots of 
all the most recent helicopter models 
in action, representing all manufac- 
turers, and many in-flight shots of 
fighter and bomber jet engine air- 
craft. 

Location shooting for this latest 
in a series of Avco films took Olym- 
pus crews to Avco-Crosley plants in 
Nashville, Tenn.; Connersville and 
Richmond, Ind.; to Avco-Lycoming 
plants in Stratford, Conn., and Wil- 
liamsport, Penna. Other camera trips 
were to Grumman Aircraft, Long 
Island, N.Y.; the Anacosta Naval 
Base in Washington, D.C. and to 
Lockheed Aircraft facilities in Mari- 
etta, Ga. 

Two other films produced recent- 
ly by Olpmpus Films for Avco are 
A Time of Day and Right and On 
Time. A Time of Day is a public 
relations film covering the entire 
scope of Avco’s activities with in- 
dustry and its effect on the lives of 
an American family as its theme. 
The screenplay was written by Peg 
Bolger and manufacturing scenes 


COLORSLIDE 


FILMSTRIP 





DUPLICATING 


FRANK HOLMES LABORATORIES 
7619 SUNSET BOULEVARD 
LOS ANGELES 46 CALIFORNIA 


WRITE FOR PRICE LISTS D,F,&S 
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were shot at the plants of Crosley- 
Bendix, New Idea Farm Equipment, 
Lycoming, Inc.,and American Kitch- 
ens. Crosley Broadcasting Corpora- 
tion also is presented in the film. 

A broad, national school and club 
distribution program for A Time of 
Day is planned by Hill and Knowl- 
ton, Inc., and Modern Talking Pic- 
tures, Inc. The film already has 
received wide television showing. 

Right and On Time is another 
half-hour, color and sound film and 
is devoted to the defense activities 
of Crosley Manufacturing Corpora- 
tion, a division of Avco Manufac- 
turing Corporation. 

Avco films currently in production 
at Olympus Films include Look to 
Lycoming for Lycoming, Inc., and 
The Nation’s Station for Crosley 
Broadcasting Corporation. These 
films are planned for fall release. 

* * ue 

Dade County Extolled in 
“Where the Sun Reigns” 

®* Wonders of Dade County, Florida 
shine in Where the Sun Reigns, a 
promotional film produced by Reela 
Films for the Dade County Develop- 
ment Board and its advertising 
agency, August Dorr. 

The film stars the glamour cities 
of Florida’s “Gold Coast”: Miami, 
Miami Beach and Coral Gables. It 
features the sport and spectacle that 
annually attracts millions of visitors 
to this shrine of fun and relaxation. 

The picture, being distributed by 
Reela Films, Inc., 17 N.W. 3rd St., 
Miami, Fla., presently is available 
only for television, group and school 
showings. 

a oe * 

“So Much for So Little’ Shows 
Recreation Role in Hospitals 

* Completion of So Much for So 
Little, a motion picture sponsored 
by the National Recreation Associ- 
ation, has been announced by the 
producer, Dephoure Studios, Boston. 

Shot in color, the film tells the 
story of the importance of hospital 
recreation in the rapid recovery of 
patients. Produced by Robert Wald, 
the picture was made on location at 
various hospitals in New York and 
New Jersey. 

ee * x 
New England Grid Coaches Can 
See Replay Day After Game 
* New England football coaches now 
can view their teams’ mistakes one 
day sooner, according to Dephoure 
Studios in Boston. 

Dephoure has inaugurated a 
special football processing service 
for coaches. Reversal 16mm footage 
of Saturday games will be in the 
coach’s hands by Sunday morning, 
the studio states, 


* 1955 








RAPID treatment saved 
thousands of water-soaked 
films in recent floods! 


After the recent floods in the Northeast we 
were deluged with thousands of water-soaked, 
hopeless looking, expensive films from that 
area. Fortunately, our RAPIDWELD process 
was able to restore almost all to original con- 
dition. The really hopeless cases had been 
badly handled with the best intentions. In 
case of water damage remember: (1) DON’T 
re-wind wet film on reel; (2) carefully re-wind 
film that is thoroughly dried out. — 

But why take chances? Call us immediately 
when you need “THE FILM DOCTORS.” 
Our RAPIDWELD process is practically fool- 
proof for any film emergency. 

The low cost of keeping films new will 
surprise you. 


16 and 35mm 
ORIGINALS e NEGATIVES e KODACHROMES e PRINTS 
For details write Dept. B 





















First Aid Film 
‘Hofp Wanted’ 


Including the new back-pressure, arm- 
lift method of artificial respiration 


This up-to-date film contains all 
of the important information on 
basic principles of First Aid, and 
also demonstrates new artificial 
respiration method approved by 
the American Red Cross. 

rhe only cost for this 34-min- 
ute 16-mm. sound film is return 
postage. 


ee ee (ofuvenalohmen-—- 
Education Department 
Joh & Joh , New Brunswick, N. J. 


} 
pds | : | 
| Please send me information on the film “Help Wanted.” | 
| Nome____ - Saas . ; | 
| 
| 
— 





Address__ 
ee 
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_ EASTERN STATES | 
* CONNECTICUT * 


Rockwell Film & Projection 
Service, 182 High St., Hartford 5. 


¢ MASSACHUSETTS « 


Cinema, Inc., 234 Clarendon St., 
Boston 16. 


e NEW JERSEY «¢ 
Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J. 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. J. 





e NEW YORK e 
Association Films, Inc., 347 
Madison, New York 17. 
Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 
Comprehensive Service Co., 245 
W. 55th St., New York 19. 


Crawford, Immig and Landis, 
Inc., 265 West 14th Street, 
New York 11, New York 


The Jam Handy Organization, 
1775 Broadway, New York. 


Ken Killian Co. Sd. & Vis. Pdts. 
17 New York Ave., Westbury, 
N.Y. 


5. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 


Training Films, Inc., 150 West 
54th St., New York 19. 
Visual Sciences, 599BS Suffern. 


* PENNSYLVANIA ¢ 
The Jam Handy Organization, 
Gateway Center, Pittsburgh 22. 
J. P. Lilley & Son, 928 N. 3rd 

St., Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 


® WEST VIRGINIA ¢ 
b. S. Simpson, 818 Virginia St.. 
W., Charleston 2, PH 6-6731. 





SOUTHERN STATES | 


e ALABAMA e 
Lewis M. Stone, Projector Serv- 
ice. “Specialized in Service.” 
1409 Ford Ave., Tarrant City 7, 
Ala. 





¢ FLORIDA « 


Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 


e GEORGIA e« 
Colonial Films,71 Walton St., 
N.W., ATwood 7588, Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St.. N. W.. Atlanta 3. 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION 


¢ LOUISIANA ¢ 


Stanley Projection Company, 
211% Murray St., Alexandria. 


Stevens Pictures, Inc., 1307 Tu- 
lane Ave., New Orleans. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 13. 


¢ MISSISSIPPI « 


Herschel Smith Company, 119 
Roach St., Jackson 110. 


® TENNESSEE ¢ 
Southern Visual Films, 
Shrine Bldg., Memphis. 


687 


Tennessee Visual Education 
Service, 416 A. Broad St., Nash- 
ville. 


¢ VIRGINIA ¢ 


Tidewater Audio-Visual Center, 
617 W. 35th St., Norfolk 8, Phone 
Ma 5-1371. 





MIDWESTERN STATES 


e ILLINOIS « 


American Film Registry, 24 E. 
Eighth Street, Chicago 5. 





Association Films, Ine., 79 East 
Adams St., Chicago 3. 


Atlas Film Corporation, 1111 


South Boulevard, Oak Park. 
The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 1. 
Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 


e IOWA « 


Pratt Sound Films, Ine., 720 3rd 
Ave., S.E., Cedar Rapids, Iowa. 


¢ KANSAS-MISSOURI « 
Erker Bros, Optical Co., 908 


Olive St., St. Louis 1. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


e MICHTIIGAN « 
Engleman Visual Education 
Service, 4754-56 Woodward Ave.. 
Detroit 1. 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


e OHIO e 


Haile & Associates, 
Fourth, Cincinnati 2. 


Ralph V. 
326 E. 


e OHIO « 


Academy Film Service Inc., 
2110 Payne Ave., Cleveland 
14, 

Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 


Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 


The Jam Handy Organization, 
310 Talbott Building, Dayton 2. 
Twyman Films Inc., 400 West 

First Street, Dayton. 
M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 


WESTERN STATES 


¢ CALIFORNIA ¢ 
LOS ANGELES AREA 


Donald J. Clausonthue Co., 1829 
N. Craig Ave., Altadena 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 


Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 
wood 28. 


The Jam Handy Organization. 
1402 Ridgewood Place, Hol- 
lywood 28. 


Ralke Company, 829 S. Flower St., 
Los Angeles 17. 


Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 








SAN FRANCISCO AREA 


Association Films, Inc., 35] Turk 
St., San Francisco 2, 


Westcoast Films, 350 Battery St., 
San Francisco 11. 


¢ COLORADO e« 


Dale Deane’s Home Movie Sales 
Agency, 28 E. Ninth Ave., Den- 
ver 3. 


* OKLATIOMA e¢ 


Cory Motion Picture Equip- 
ment, 522 N .Broadway, Okla- 
homa City 2. 


* OREGON « 


Moore’s Motion Picture Service. 
33 N. W. 9th Ave., Portland 
9, Oregon. 


e TEXAS ¢ 


Association Films, Inc., 1108 
Jackson Street, Dallas 2. 


George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 


e UTAH « 


Deseret Book Company, 44 E. So 
Temple St., Salt Lake City 10. 
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AMERICADE PREVIEWED 


(CONTINUED FROM PAGE 28) 


Aupio ANp VISUAL: Visitors see 
themselves photographed on the 
screen of closed-circuit tv; a global 
“phone-vision” of the future is oper- 
ated by the viewer. He can call 10 
countries. A photograph of a native 
of a particular country appears on 
the screen and a sound message ex- 
pounds the importance of communi- 


_ cations in creating understanding 


among people of different tongues 
. automatic translating machines 
will pierce the language barrier. 


TRANSITIONAL ARCH 

* After viewing the future’s promise, 
the visitor sees exhibits providing 
objective demonstrations of what 
the nation and individuals must do 
to achieve the potential. 

VisuaL: An archway of simulated 
steel supports an animated, mesh- 
ing, five-gear arrangement across 
the top girder. The central, moti- 
vating gear is labeled “Freedom” 
and the other four, driven by it are 
“Research and Invention,” “Pro- 
ductivity,” “Profits,” and “Competi- 
tion.” Inscribed on the uprights of 
the arch are four economic free- 
doms: “The Right” to: pursue an 
occupation of one’s choice, sell the 
product of his own work, use one’s 
own property, go into business . . . 
Aupio: A voice sets the stage for 
the second phase of the exposition: 
“Have you ever given any real 
thought to the driving forces that 
make your free competitive enter- 
prise system work in the best in- 
terest of all Americans? . . .” 


RESEARCH & INVENTION 
* A graphic exploration of the im- 
portance of research and invention 
to our economy and the investment 
of capital required for discovery 
and development of new products 
are presented in this exhibit. 
VisuaL: In one panel a magnet 






Plus features never before 

offered! 

"4 Instant Selection from 
Wide Choice of 12 Slides 
in Full View — (Finger 
slits). 

a Safely Holds & Displays 
12, 2x2” (card mounted) 

Slides on 1 page! 

Standard 3-ring Binder or in &%x11”" 

File Cabinet-Sturdy mounting board constr. 

Great for INDUSTRY, INSTITUTIONS, etc. 


Only $8.75 for Pack of 25! GUARANTEED! 
Order Direct or Thru Your Dealer 


BURKE G JAMES. Inc 
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labeled “new ideas” extracts coins 
from an investor’s purse; a cornu- 
copia of new products emerges, fac- 
tories come into being as the result 
of inventions. Other scenes show 
how the automobile and a bread- 
making machine have affected the 
economy. Another device shows the 
ratio of patents to population in 
various countries. 


PRODUCTIVITY EXHIBIT 
* How Productivity — the unit-per- 
man-hour rate of production — af- 
fects the living standard is demon- 
strated. 
VisuaL: On a_ three-dimensional 
map of the United States, moving 
devices of manufacture are seen and 
entering a factory are the symbols 
of labor and investment funds; this 
combination, teamed with mechani- 
zation and management, makes pos- 
sible the flow of products seen 
emerging. Revolving panels depict 
elements of production, a huge hand 
receives the products produced. 


PROFITS EXHIBIT 

* Profit incentive as an essential 
driving force of the economy is 
portrayed in two sections. 

Aupio AND VisuaL: A big three- 
dimensional purse typifies expecta- 
tions of profits which leads investors 
risk money which builds fac- 
tories, creates jobs, adds to flow of 
products. A voice explains: “Profits 
are a deeply-rooted inspirational 
force in the American economy .. .” 
Segments of a large silver dollar are 
lighted to illustrate the distribution 
of the manufacturer’s income dol- 
lar. 

A scale weighs taxes and profits. 
As taxes are lightened, building 
after building surrounding the scale 
comes to life, only to black out when 
profits are outweighed. At the bot- 
tom of this unit, a truck bursting 
with products heads along the 
“American Way” road highlighted 
by a rising sun marked “profit.” 
The wheels of the truck are labeled 


“management” and “labor.” 


COMPETITION EXHILIT 


How the consumer wins in 


to 


all 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services Color printing 
and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., 
Cleveland 3, Ohio 








NUMBER 6 + VOLUME 


16 


forms of business competition is 
demonstrated in a two-section dis- 
play. 

VisuAL: Factories are spectators as 
new products crouch before a 
hurdle course. The hurdles light up 
with decriptions of competitive fac- 
tors . . . new materials, new proc- 
esses, new machines, new inventions. 
A silver cup lights up to announce 
“The American Consumer” as the 
winner. Other scenes illustrate spe- 
cific examples of the effects of 
competition. Ly 


* * * 


Kling Studios to Produce 
Clearing Machine One-Reeler 
* A special one reel industrial mo- 
tion picture for the Clearing Ma- 
chine Corporation, manufacturers 
of hydraulic pressure machinery, 
will be produced by Kling Studios, 
Chicago, under the supervision of 
O. Gail Papineau. 

Kling’s animation program 
moving into high gear with Walt 
Clinton directing the Clearing film 
as well as five 10-minute subjects 
for General Electric, three cartoon 
subjects for the American Bakers 
Association, and some 30 television 
commercials. 


Kling 


1s 


recently completed The 


Butcher, the Baker, the Ice Cream 
Research 


Maker for 


Council. 


the Paraffin 








Any of the many sizes 
available will fit into the 
trunk of any automobile. 


FAST-FOLD’s theater-type vinyl rear projection 


screen is especially treated to 
“HOT SPOT” and to provide the 
angle that is so essential. 


° T9SS 


LIGHT WEIGHT 
VERSATILE 
ADJUSTABLE 


FAST-FOLD’‘s theater-type mat-white picture sur- 
face is preferred for most auditoriums because 
the viewing audience must view the screen from 
wide varying angles, and only a mat-white sur- 
face appears evenly lighted from such angles. 


COMPLETE MOTION PICTURE EQUIPMENT 


RENTALS 


FROM ONE Source 


CAMERAS 
MITCHELL 


16mm 

35mm Standard 

35mm Hi-Speed 

35mm NC © 35mm BNC 


BELL & HOWELL 


Standard ® Eyemo ® Filmo 


LIGHTING 


Mole Richardson 
Bardwell McAlister 
Colortran 

Century 

Cable 

Spider Boxes 

Bull Switches 
Strong ARC-Trouper 


ARRIFLEX 


16mm © 35mm 


WALL 


35mm single system 


2000W-750W 
CECO Cone Lites 
(shadowless lite) 
Gator Clip Lites 
Barn Doors 
Diffusers 
Dimmers 
Reflectors 


ECLAIR CAMERETTE 
| 35mm © 16/35mm 
Combination 


AURICONS 

all models single system 
| Cine Kodak Special 
Maurer ® Bolex 

Blimps ® Tripods 


WE SHIP VIA AIR, 
RAIL OR TRUCK 





DOLLIES 

Fearless Panoram 
Cinemobile (CRAB) 
Platform © Western 
3 Wheel Portable 


FRANK C 


10 Amps 110V AC 5000W- 


EDITING 


Moviolas ® Rewinders 
Tables © Splicers 
Viewers (CECO) 


GRIP EQUIPMENT 
Parallels ® Ladders 

2 Steps © Apple Boxes 
Scrims ® Flags 

Gobo Stands 

Complete grip equipment 


SOUND EQUIPMENT 
Magnasync-magnetic film 
Reeves Magicorder 

Mole Richardson Booms and 
Perambulators 


Portable Mike Booms 
Portable Power Supplies to 
Operate camera and recorder 


ZUCKER 


GAMERA EQUIPMENT ©. 





| Dept. $-9-19 ©@ 1600 Broadway @ New York City 















IN LUGGAGE CASE 


Up to 14 Feet Wide* 


Also wide aspect ratio 


@ Wide Angle Viewing 
@ Color Corrected 

@ Truly Washable 

® Professional 

®@ No Springs or Lacings 
@ Wrinkle Free 





eliminate all 
wide viewing 





BOTH MAT-WHITE and 
REAR PROJECTION SCREENS 


*Sizes up to 60 feet available on request. 





®@ Withstands Abuse 

@ No Hot Spot 

®@ Wide Angle Viewing 
@ Color Corrected 

@ Fights Incidental Light 
@ No Springs or Lacings 


~COMMERCIAL PICTURE 
EQUIPMENT, INC. 


1800 W. COLUMBIA AVE. 
CHICAGO 26, U.S.A 


BRiargate 4-7795 


sy 
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POSITIONS AVAILABLE 





WANTED 
A SUPERIOR SALESMAN 


to cover Pittsburgh, Cleve 
land and surrounding in- 
dustrial areas as exclusive 
representative for one of 
Hollywood's most successful 
business and industrial film 
studios. 


INCOME POSSIBILITIES 
UNLIMITED 


Film-selling or advertising 
background preferred. Write 
giving experience and per- 
sonal details (All replies con 
fidential), to: 


Box 55-9C 
BUSINESS SCREEN 
7064 Sheridan Road, Chicago 26 





BUSINESS SCREEN PROFESSIONAL MART 


A Service Feature for Producers, Sponsors and Key Personnel 


Rates: Display classified rate of $12 
per column inch applies, including 
bold lines. Payable on submission of 
copy, send check with order. Dead- 
line for next available issue is Octo- 
ber 25; address all copy to Busi- 
ness Screen Professional Mart, 7064 
Sheridan Road, Chicago 26, Ill. 


PROPERTY OFFERINGS 





FOR SALE 


\ fully equipped motion pic- 
ture studio in city with some 
of the largest commercial firms 
in the world. No local com- 
petition. Also national film 
distribution service. Fine op- 
portunity for a couple of wide- 
awake young men to acquire 
long-established profitable busi- 
ness. Owner desires to retire. 


Write Box 55-9D 


BUSINESS SCREEN 
7064 Sheridan Road, Chicago 26 








SCENARIO 
WRITER WANTED 


We need an experienced, pro- 
fessional scenario writer, with 
knowledge of industry, willing 
to live in Pittsburgh, Cleve- 
land or vicinity. We do NOT 
need a director-writer, produc- 
er-writer, speech-writer, pro- 
posal-writer or outline writer, 
but a man who can set picture 
and sound down on paper in 
a way that will play. We are 
an old, well-established well- 
financed company, giving our 
customers the top quality of 
the industry, and we will pay 
top money to the right man. 
Our people know of this ad- 
vertisement. 


Write Box 55-9E 


BUSINESS SCREEN 
7064 Sheridan Road, Chicago 26 








WE NEED 
A FILM WRITER 


Upcoming studio in Midwest 
city (not Chicago) has an op- 
portunity for a truly creative, 
capable writer of motion pic- 
tures and slidefilms. The job 
offers salary commensurate 
with ability PLUS a fine 
growth potential in a modern, 
progressive organization. Don’t 
hesitate to write for details. 
Our people know of this ad. 


Write: Box 55-9F 


BUSINESS SCREEN 
7064 Sheridan Road, Chicago 26 


WEST COAST STUDIO 
FOR SALE 


Completely equipped—well es- 
tablished motion picture busi- 
ness available immediately. 
Located in San Francisco. Busi- 
ness completely solvent — sale 
motivated by change of inter- 
est of partners. Price $35,000 
to $40,000— includes client list 

good will and all physical 


assets. 


For full particulars write: 
Box 55-9B 
BUSINESS SCREEN 
7064 Sheridan Road, Chicago 26 





FILMS WANTED 





UNUSUAL WEATHER 
FILM WANTED 


We need 16mm or 35mm film 
(preferably COLOR) scenes 
of storms, tornados, blizzards, 
etc., in all part of the world. 

Send information only, NOT 


FILM. to: 
Film Editor 


Frank Capra Productions, Inc. 
9100 Sunset Boulevard 
Los Angeles 46, California 








WRITERS WANTED 


for Midwest film project; must have 
studio professional background, re- 


cent credits. State salary. Write: 
Box 55-9G. 
Business Screen Chicago 26, Ill. 








National Safety Congress: 
(CONTINUED FROM PAGE 30) 


public indifference to inadequate, 
dangerous roads; 

Before They Happen, National 
Board of Fire Underwriters, which 
flashlights experiences of a city fire 
inspector ; 

Hooray for Homer, Baltimore & 
Ohio Railroad Co., warning child- 
ren not to play on railroad prop- 
erty; 

Mrs. Hazard’s House, The Pru- 
dential Insurance Co. of America, 
pointing out to parents various 
child accident hazards. 

One unsponsored film will get 
into the act—Safe at Home, Metro- 
Goldwyn-Mayer’s Pete Smith movie 
on home safety. 


Continuous Showing of Films 

Another sight-sound strong point 
will be a continuous preview of 
safety films in the North exhibit hall 
of the Conrad Hilton’s lower lobby. 
Here Council staff members will 
preview new and old safety films of 
visitor choice. Monday through 
Thursday, films will be shown from 
8:30 am. to 5:30 p.m. Friday, 
windup day, showings will run from 
8:30 to 10:00 a.m. An hour of the 
latest in traffic safety films will be- 
gin at 4:00 p.m. during the open- 
ing Monday Traffic Section sessions 
in the Congress Hotel. 

“Use of Audio-Visual Materials 
for Safety Education” will be dis- 
cussed by educators and film pro- 
ducers during a Monday evening 
session in the Morrison Hotel. Mary 
L. Mainwaring, associate in re- 
search, Encyclopaedia Britannica 
Films, Inc., Wilmette, IIL, and 
Walter Colmes, president, Emerson 
Film Corp., Chicago, are among the 
consultants scheduled for this dis- 
cussion. 

Registration fee for the Congress 
and Exposition is $5.00. Registered 
delegates are provided with the of- 
ficial registration badge, a copy of 
the final program, and are admitted 
to all Congress sessions and the ex- 
position of new safety equipment. 


SITUATION WANTED 








— SUPERVISOR — 
TECHNICAL FILMS 


Man 31, past production 
worker, assistant director, now 
graduate engineer. Experience 
theatre, films, engineering 
covers 17 years. Wishes to 
combine talents and supervise 
all phases, (write, director, 
etc.) technical pictures. 


Write Box 55-9A 
BUSINESS SCREEN 
7054 Sheridan Road, Chicago 26 








Office Supr. Slidefilms: 
(CONTINUED FROM 49) 


in Grace. Question: What can Dave 
do about the situation ? 


PAGE 


Motivating the Long Service Em- 
ployee: Tom Bowers, a clerk who 
handles customer complaints, has 
been with the company nearly 30 
years. He’s a good worker but only 
average in judgement and decision- 
making. In recent years Bowers has 
become a chronic complainer, jeal- 
ous of a young man whose outstand- 
ing work is putting him ahead 
rapidly. When the young man is 
complimented for good work in 
handling some of veteran Tom’s 
assignment, Tom accuses manage- 
ment of favoritism. Question: What 
could Joe have done to avoid Tom’s 
“8-ball feeling?” 

Orientation and Induction: Julie 
Starr, new junior bookkeeper-typist, 
arrives from Personnel in mid- 
morning. Accounting Supervisor 
Kay postpones Julie’s introduction 
to the girls and starts to explain 
the work—but allows interruptions 
to interfere with the important ini- 
tial explanation. At lunch time, 
Julie hears another girl criticize the 
Accounting department as “dull, 
just a slave-market.” After lunch, 
Kay turns Julie over to a good 
worker who hasn’t had the chance 
to break someone else in on the 
work before. By quitting time, Julie 
is very confused. Question: Julie 
wants to do better tomorrow, but 
how could Kay have done better 
today? 

Combating Job Monotony: Ann 
Johnson, one of the best clerk- 
typists in the record and file de- 
partment resigns because she finds 
her job impersonal and dull. She’d 
like to know more about her work 
and the reasons why certain things 
are done. She plans to go to another 
company where the work is similar 
but, she believes, more interesting. 
Supervisor Joe doesn’t understand 
her reasoning, writes on her resig- 
nation that Ann is leaving for more 
pay. Question: Why did Ann really 
quit? 

Excessive Supervision: Alice 
Jones, a good clerk-typist, asks for 
a transfer because she doesn’t like 
Betty, her group supervisor. She 
tells Mr. Welch, section supervisor, 
that Betty drives too hard, checks 
up on every last detail, is too strict 
on personal freedom, tries to force 
advice on non-business matters, is 
too aloof and unfriendly. Question: 
What should Mr. Welch tell Betty? 

Each of the six slidefilms has a 
running time of approximately eight 
minutes. The series is accompanied 
by three 33 1/3 rpm records. Each 
filmstrip sells for $8.00, each rec- 
ord, $12.00. The complete series of 
films, records and leader’s manual 
costs $75.00. We 
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LIFETIME BEAM-PILOTS 
7 GUARANTEE FLARE-FREE 
@’ SPILL-PROOF LIGHTING 


TODAY, WRITE FOR COLORFUL NEW 
CATALOG-BROCHURE “NEW DIMENSIONS IN 
CONTROLLED STUDIO LIGHTING” 


world headquarters for the finest engineered lighting & production equipment (sales and re 


J_.G. Pic Alister Imc. 


1117 North McCadden Place 
Hollywood 38, California 
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